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REPORT CARD 


Wm. pina & Son 


Qu iality Silve p! ate Since 1865 


Craftsmanship 


Always good workmanship. Uses heavy gauge metal and 
extra silver plating. Forges all knife blades. 


Patterns 
Shows remarkable artistry in modern, traditional and 
floral motifs. (See attached example of lovely patterns.) 





SEA SPRay 


STORIAN Rose 


Standing in Class 


This is the best dollar for dollar value in popular priced 
silverplate. 50-Piece Service for eight. now $3995 


Comments: 


Wm. ROGERS & SON 


Quality Silverplate Since 1865 


The International Silver Company, Meriden, Conn 
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Same day messenger delivery or 
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most complete Diamond Service g Q 

tees 999 
available to jewelers — and only to | 


jewelers. Diamonds of every size. 30 
shape and quality can be bought at VV9 
pap ¢ cusps des Bat < SMALL PEARS 
the lowest prices or consigned to ER ER Te. 
you on memorandum. You can or- SMALL 


ROUNDS 


der anv way vou prefer — one stone (Melee) 


at a time — in sorted and graded AB 


lots, or in melange papers. AAA 


TRIANGLES 


Ezery Diamond ov Exery Salle 


Today’s Diamond buyer insists on selection. Confi- 
dence and price are not enough to sell our better 
informed shoppers. William Levine's Complete Sel- 
ection Service gives every jeweler the advantage of 
a Diamond inventory equal to that of even the lar- 
gest chains. This wonderful, and “sale-saving ’, ser- 
vice is as near as your phone or mail box! Try it the 
next time you think of Diamonds. 


William Levine Company 


Importers and cutters of fine diamonds 


99 F. Mapison Sr.. Cuicaco 2. Inuinotis .. . Phone CENTRAL 6-3700 
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The sentinel-like silverware pieces on the 
cover horizon this month are symbolic 
of what cover-story writer William T. 
Hurley, Jr., calls "The Coming Upsurge 
in Sterling Flatware Sales."’ Author Hur- 
ley should know what he's talking about 
—he is vice-president in charge of sales 
for Reed & Barton. To read his views 
of the future, turn to page 38. You wont 
want to miss the story of the JC-K Jew- 
elers' Directory Issue on page 45. And 


if you've heard about the American 
Watchmakers Institute but aren't too 
sure just what it's all about, turn to 
page 42 and read about this new 
venture. 
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READY NOW FOR THE NEW SELLING SEASON! 


Sell them for graduation 
and other gifts... 
for travel use, too! _ 
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THE ENSIGN (Model 1T1) 

@ Plays more than 100 hours of “Golden- Throat” 
performance with inexpensive flashlight-type bat- 
teries . . . or up to 500 hours with earphone 
attachment . . . 6 transistors, no tubes 

e Exclusive RCA Victor “High-T” circuit 

e¢ Non-breakable “IMPAC”® case; earphone jack 





e In Champagne White, Ebony and Moonmist 
Gray or Aqua and Champagne White 


. For wedding gitts 


More of this model sold than any other RCA Victor transistor radio! 


New styling of 1959's hottest seller 
from RCA VICTOR! 


Stock up now with these colorful, smartly built by RCA Victor. Engineered with RCA Victor 
eb styled radios, to take advantage of the quality and precision, each set will give customers 
growing trend towards gift-giving and travel at this long-lasting hours of radio pleasure. 


time of the year. 


The Most Trusted Name in Radio 


Tr k(s)® 


The Ensign is brand-new styling of the hottest- 


RADIO CORPORATION OF AMERICA 
selling (over 250,000 units sold ) transistor radio ever 


Made in America—by American craftsmen—with all-American components 
CHECK YOUR DISTRIBUTOR TO SEE THE FULL LINE OF THESE PROFIT-BUILDING RADIOS 


The“Pockette” Personal go ge The Carrymate in-" The Hawaii 
(Model 1TP1). Fitsina (3%) 777.9% (Mode! 1T2). , aid 44 (Model 1T4). 
shirt pocket, yet gives aa! ee 4 Beautiful new styling. > he Use this with RCA 





( : 
Most powerful RCA 
Victor portable 


superb “Golden Throat” 
performance. Up to 2% 
times longer battery 
life. Non-breakable 
“IMPAC’® case in 
Charcoal and Cham- 
pagne White, Ber 
muda Turquoise 

and Champagne 
White, or Cham- 
pagne White 


Vernier tuning pin- 14-7 ta Victor's recharger 


points stations for best 
reception. Automatic 
volume control main- 
tains uniform volume 
for weak and strong 
stations alike. In Black 
Morocco or (Model 
1T3) Ginger simu- 
lated leather, or genu- 
ine leather, Alligator 
grained. 


and rechargeable 
batteries for a 
full five years of 
normal use. In 
Antique White, 


\, Light Turquoise, 


or Charcoal Gray 


Unique on-off roll- 
top cover, swing- 
down carrying 
handle, and slide 
rule vernier tuning 
for extra accuracy 
Beautiful satin alu- 
minum trim with 
Charcoal or Aqua 





Ks B .» «first again with the newest and finest! 


DIE-STRUCK FLORENTINE 
MEN?S DIAMOND RINGS 


JUST 2 


Perfect Lock, 

Stellate Rings and 
Spectaculight 

are K&B products 
distributed by leading 
wholesalers. 


ad 


he Florentine engraving is struck 
from dies and here is what that means to 
you; deeper and sharper details, particularly in 
Florentine design which subsequently lasts 
uch longer. In addition, each ring is perfectly 

and uniformly perfect. Elimination 

rious hand-engraving reduces costs, too. 

AND, above all, there is the customary K&B 
craftsmanship which makes every K&B 
roduct a work of art. 


OF A SERIES OF SPLENDID NEW FLORENTINE DESIGNS 


s further evidence 


rr | ; ; 
yntinuing effort to neip every good 
towards his goal: to sell more diamonds. 
ber! The finest diamonds deserve 
~* if + - j i >. 7. ~ 
intings. All others need them. Leading 
rs and many of America’s 
; “amnans nr) tiry rr " | =: | 
diamond ring suppliers entrust their 


to K&B mountings. 


KARLAN s BLEICHER, inc. 
~ Creators, Designers and <KXB> 
Manufacturers of Perfect Ring Findings , 


TRACE MAREK #FEG 


136 W. 52nd ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 


5 





Complete assortment of 12 travel clocks in 
less than one square foot of counter space! 


e Pilfer-Protected ...With a Double Locking Back! e Attractive, Gleaming, Permanent Plastic Construction! 


ASSORTMENT NO. 4448 Quantity Number Description Retail Price 


12 Nationally Advertised Clocks with . 458-L Deluxe Travette, $8.98 each 


; 1 id 1 d 
FREE Display Case ee ne 
475-L Deluxe Travalarm $9.98 each 


1 ivory, 1 gray 


DEALER COST 3 65 7 14 DEALER 488-L Travette, 2 tan, $6.98 each 


PROFIT 1 brown, and 1 red 


heh incl anteialtiean oeaaieaia linia tna $3002 451-L Travalarm, 2 black $7.98 each 
traded and subject to 1|O% Federal Excise Tax and 2 ivory 


ASSORTMENT NO. 444A 


6 Clocks at Dealer Cost Pius One 451-L at 
Retail Price Entitie You to Bonus Display Case! 


Quantity Number Description Retail Price DEALER COST 


3 451-L Travalarm, 1 black, $7.98 each 
1 ivory, 1 white sA1 85 
2 488-L Travette, 1 tan, $6.98 each 

1 brown 


2 458-L Deluxe Travette, $8.98 each ssaptepeehe cae 
1 tan and 1 red $15 


depend on 


WES TC 


YOUR FULL PROFIT LINE 


MAKERS OF BIG BEN « GENERAL TIME CORPORATION ¢ LA SALLE-PERU, ILLINOIS 


JEWELERS 





WHEN you have a store ot stock to sell... 


IT'S A MATTER OF 






10 CONSULT 


WO eas: 


Jers 


the oldest (established in 1903) 
and largest (built and growing on a reputation of integrity) 


cash buyers of jewelry stores and stocks 


write for the new booklet: “DOLLARS AND SENSE FACTS’. . . 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 
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Great New Wallace Grande Baroque Silver 


Selling Spectacular featured in 10 full pages 


in the November issue of Coronet 


PACKED WITH PRIZES AND PROFITS FOR YOU! 


It’s big! It’s bold! It’s the greatest push ever put behind any single sterling pattern—sales-proven 
GRANDE BAROQUE! Flatware and matching holloware, promoted on page after page of such force- 
ful and far-reaching magazines as Coronet and House Beautiful. Before you commit your silver 
Sales dollars ask your Wallace salesman for details. 


HERE’S WHAT YOU GET: 


DEALER LISTING in special 10-page Coronet section 
and House Beautiful spread-~-your store name as lead- 
ing gift headquarters in your area! Plus... 16-page 
CHRISTMAS Catalog mailers... complete with counter 
dispensers! 


FREE COMPLETE HOLIDAY PROMOTION KIT offers 


you everything you need for a dramatic, sales-stimu- 
lating season: « Giant Blow-ups! « Window Streamers 
« Radio Commercials! « Mats, displays, window ideas! 
FREE TRIP TO EUROPE for two—Grand prize for great- 
est originality in a store-wide Grande Baroque promo- 
tion! Other great prizes include RCA portable TV sets! 
Impartial judges. So easy to win, it’s worth a try! 
Enter today! 





TEN CONSECUTIVE PAGES IN NOVEMBER CORONET 


PLUS TWO PAGES IN HOUSE BEAUTIFUL 
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IT'S WONDERFUL TO OWN WALLACE. ONE OF THE HAMILTON FAMILY OF QUALITY PRODUCTS. 


Q 





Just rank these six Dennison Plastic Ring Cases in the exact order of 


their national sales volume in 1959. Maybe your sales sense 


will give you the correct answer, maybe not. However, you have $100 


to win and nothing to lose if you are first with the right answer. 


Fill in the coupon and mail it no later than July 15. 


8150T X The simple beauty of this 
modern masterpiece is enhanced by 
the distinctive gold leaf design on the 
cover. The steep slope of the ring pad 
adds extra display value. Available in 
peach, pale blue, gray, yellow and ivory. 


8850TX — This clean-lined design with 
its waffled top, converging angles, slop- 
ing ring pad and wire display easel 
focuses sales-compelling attention on 
any rings. Available in white, peach, 
gray and blue. 


7450TX The sweeping lines of this 
distinctively designed case are ac- 
cented by the gold leaf sunburst on its 
top and the fluting inside the cover. 
Available in fashionable tones of white, 
peach and blue. 





8450TX Neo-classie sculptured lines 
and hand-applied gold leaf decorations 
make this graceful case appealing to 
lovers of modern art. Available in 
ivory, light blue and pink. 


7750TX — This ever-popular twin-heart 
design is highlighted by a raised-heart 
motif on the cover and delicate loops 
around the base. Available in lustrous 
“white, green, pink and blue pearl. 


8550TX Gleaming plastic with em- 
bossed decorations on cover and base 
and gold metallized handle make this 
case a much-wanted number. Available 
in ivory, blue, peach, yellow and gray. 


. we » £ ~ & 3 
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Helping you compete more effectively 


PeOSGeer Fe £2 GER kee cree SHO € SSO S & & & 
Dennison Mfg. Co., Advertising Department, Framingham, Mass. 
RULES This is my estimate of the order of sales (one through six). 
8850TX | 8550TX 


| 8150TX _| 7750TX 
. Contestants must be employed by a retail store or we 
jewelry department of a retail store on the | 7450TX | | 8450TX 
JEWELERS’ CIRCULAR-KEYSTONE circulation list. 


. One entry per person. 


. Entries must be postmarked no later than July 15. 


. All entries become the property of Dennison Mfg. 
Co.; and the decision of the judges is final. 


. The correct entry with the earliest postmark wins 
the $100 first prize. All other correct entries win 
one dozen Dennison Ring Cases. 








They re New... 


3108W 


Pill box (8441) is made of sterling silver 
and two English half-crown coins. Can be 
used for carrying aspirin, saccharin, other 
pills. $11 retail. Matching tape measure, $12. 
From Leonore Doskow, Montrose, N. Y. 


First glance tells the 
story — quality 
stands out in these 


14K gold rings with me Pt tT t+ ++ + et oe 
cultured pearls, dia- a LLU TTT | 
monds and other awe shila : 
precious stones. De- 
signed in the typical 
Church and Com- 
pany manner to 
match the quality 
of the workmanship “Florentine” (top) and “Miss Florentine” 
and the beauty of are from the new line of Hadley watchbands. 
the stones. “Florentine” (830) is available in yellow gold 
filled only, $4.90 Keystone; “Miss Florentine” 
(720) comes in vellow or white gold filled, 
$3.20 Keystone. From Hadley Corp., 580 Fifth 
Ave., New Yo 
3108W—14K white gold ring with cultured 
pearls and diamonds (also avail- 
able with genuine emeralds, rubies 
or sapphires) 


3128 —1I4K yellow gold ring with cultured 


pearls and genuine sapphires 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 
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Pt “President” from Bulova has 23 jewels, is 


nee 


parry yer ieoinnte waterproof and shock-resistant. Hands and 
Ta] 5. & Cano o ; . . ; 
GUN SOCIETY dial markings are luminous. Comes with sweey 


second hand, unbreakable mainspring. 


JEWELERS’ CIRCULAR-KEYS 





Lets tle a minute about 


This is the rotary blade that 
made Norelco famous! 
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Inthe golden 60’s your golden 
opportunity is Norelco! 


Revolutionary News for Dads and Norelco: Father's Day and Graduation advertising 
Grads! It’s the world-famous rotary blade of the new ... national television on NBC Network, 130 stations 
Speedshaver*. It’s one reason why your shaver sales ... four-color ads in Life, Look, Saturday Evening 
M“ ill be easier W ith Norel O Other selling advantages: Post, American Legion, U.S. New S and World Report 
exclusive flip-top cleaning, powerful brush motor, _ ... plus hard sell newspaper advertising in the top 


self-adjusting feature. Another big reason to feature “me tropolitan” markets. Promote Norelco and profit! 


k of: NORTH AMERICAN PHILIPS COMPANY, INC. 100 East 42nd 


} } 
™ , Shave in Canada and the rest of the free world 











BE SURE of having gift boxes when you need them 
by placing your order NOW. Get your choice of 
color and design .. . full range of sizes and styles 
. . . Make sure you have the boxes you WANT... 
before the rush starts. 


With a long reputation for quality and value, 
PICTORIAL offers you America's most complete line 
of set up folding gift boxes, fancy wrapping paper, 
labels and seals. Supplied from stock or designed 
and imprinted on special order. Order everything 
you need direct from manufacturer at lowest cost, 
with delivery guaranteed. 


WRITE for completely illustrated CATALOG with 


paper samples, prices and details of our entire line. 


Buy From One Source * Save Transportation Costs 


Pictorial Paper Package Corp. 


232 S. Lake Street AURORA, ILLINOIS 








They re New... 
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Coordinated mother of pear! set consists of 
cigarette box, lighter and urn. Designed by 
Roberto, set features inlaid squares set in 
geometric pattern. Other smoker’s accessories 
are also available. From Marhill Co., Ine., 


236 Fifth Ave... New York. 


Each ring in this Barel Bridal matched wed- 
ding set (T285 and TL285) has three dia- 
monds prong-set in the recessed top. Floren- 
tine finish surrounding recess tapers off to 
the shank. Available in white or yellow 14K 
gold. $139 Keystone, per set. From Bridal 
ting Co., Inc., 88-06 Van Wyck Expressway, 
Jamaica, N. Y. 


Photograpns are protected DY unbreakable 
watch crystals in Anson’s sterling silver photo- 
money clips (5061NM5). $8.50 retail. From 
your Anson distributor. 





. . = oe ce 2 ; ec - 
Diamonds in marauise Snaped settings oO! 


18K white gold blend into a simple line of 
diamonds in the center of the dome in this 
bracelet-watch by Corum. $1200 retail. From 


Corum Watches, 666 Fifth Ave., New York. 
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WHY GAMBLE WITH CUSTOMERS... 


when you repair with genuine BULOVA watch parts you win every time! 


Bulova watch repair parts are standardized . . . precise. . . 
easy to work with! No grinding, polishing or adjusting to 
correct oversized or undersized parts. 


Bulova guarantees a perfect fit every time! Every repair 


part is made by the same machines to the same specifica- 


tions that make every original Bulova watch. 
To further guarantee quality... Bulova standardized 
repair parts come to you in factory-sealed packages. Each 


package is easily identified. There’s no sorting of parts... 


no guesswork .. . no time lost looking! 

Use only Bulova standardized parts...and be sure! 
Don’t gamble with your time . .. your customers... your 
reputation... your money! 


BULOVA WATCH CO., INC. 


Material Sales Division, Bulova Park, Flushing 70, N. Y. 
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egant and graceful 
A fine Linde Star 
syntheti Sap] 


haguette side 


lelicate white gold 


reat , fy 
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An origina ea nf 
* Morris Kaplan and Sons 
New York 


none but 
RIND): 
STARS 


‘Linde’ *Stars are the only 
synthetic star sapphires and 
star rubies produced under 
quality controls so rigid 

they match the perfection 


of natural star gems. 


bdeleiamialeleiial---m-1¢-mlal gic -1e B 


CHARLES F. WINSON 


S80 FIFTH AVENUE. NEW YORK 36 








le’ {s a registered trademark of Union Carbide Cort 


Add your name to the 


list of major jewelry 
manufacturers who 


specify ‘Linde’ Stars. 


the finest synthetic 
ems in the world. 


NEW YORK CITY 

Ailsan Mfg. Co 

Axel Bros., tne 

Beekerman & Lerner 

Belenky Bros., Inc 

Bickson, Inc. 

M. Boner Company 

Boteil Ring Cc., Ine. 

J. L. Brandt Co 

Bristol Seamless 
Ring Corp 

Coronet Jewelers 

Davidson & Sons Jiry. Ce 
inc 


nc 
D' Esposito Bros 
E. S. Feinstein & Co. 
Flyer Brothers 
Harry & Ben Frackman, 
Ine 
Gevertz & Co ine. 
H. Glaser Co 
Goldstein-Gerson Co 
Green & Co... Jirs., Ine. 
Benjamin & Edward Jj 
Gross Co I rec 
Harry Guise, Ine 
H Hamburger Co., Ine 
Haven Ring Co 
Irvring Co 
Kahn & Co 
Merris Kaplan and Sens 
Charles Koppel Ring Co. 
K. S. K. Jiry. Ce.. Ine. 
Mercury Ring Cores. 
Perkel & Klein, Ine. 
Aaron Perkis 
Samuel Platzer Co., Ine. 
S. & M. Jeweiry Co. 
David Sarkin, Ine. 
William Schneider 
Schuman & Donchi, Ine. 
Seltzer Bros. 
Skalet Mfg Co., Ine 
Veteran Jewelers 
Wax & Skoltnik, Inc. 
J. R. Wood & Sons, Ine 


BUFFALO, N. Y 


The Bock-Lewis Co 
M. A. Reich and Co 
Star Ring Mfg. Co., Ine 


CHICAGO, ILL 


Emil Braude & Sons 
Hart Ring Co., Iae. 
Hirsch and Oppenheimer 
A. Lewin & Co. 

Harry Rotter 

Fred Seltzer Co., tne 
Stein & Ellbogen Co 


INDIANAPOLIS, IND 
Goodman and Company 


MIAMI, FLORIDA 
Louis Lang & Co 


MINNEAPOLIS, MINN 
Ostbye and Anderson 
Ring Specialty Co. 


ST. LOUIS, MO 
Kinsley & Sons, Ine 


OHIO 


Fratianne Mfg. Co 

|. B. Goodman Mfg. Co 
inc. 

Swirsky Bros., Ine 

The Victor Corp. 


PENNSYLVANIA 
Byard F. Brogan 
Helm and Hahn Co 


PROVIDENCE, R. 1! 
Dolan & Bullock Ce., Ine 


NEW JERSEY 
Acme Ring Mfg. Co.. ine 
Chureh & Company 

& F. Feloer, tne. 
Jabel Ring “fg. Co., Ine 
Jones & Woodland Co., Ine 
Larter & Sons. Ine 


CHATTANOOGA, TENN 
John Ullenberg, Ine 


Wordwide Distributors 


COLUMBUS 5-2656 














Do ee Oe 
ones Sty» cM 


They re New... 





“Vantage” is latest addition to Hamilton’s 
selection of electric watches. Black dial is 
highlighted by 10K gold filled case and padded 
alligator strap. $95 FTI. 





One of the many new tailored, die-struck 
diamond wedding sets from Karlan & Bleicher. 
Die-striking permits a greater degree of detail] 
in the design of the rings. From Karlan & 
Bleicher, Inc., 136 W. 53rd St., New York. 





Musical cuckoo clock has five birds carved 
in the case. Cuckoo pops out to chirp time on 
the hour and half-hour. At full hour, second 
door opens, disclosing a musician who plays 
a melody. With 8-day movement, $60 Key- 
stone. Smaller model with 30-hour movement 
is $33.90 Keystone. From Henry Coehler Co., 
Inc., 102 Fifth Ave., New York. 














And the facts of Swiss Watchmaking are truly worth talking about. 









Selling a watch today 
is truly 
a matter of 





acts 





Precision ... craftsmanship ...make the Swiss Watchmaking Industry world leader in production capacity...make Qua’ 


ae ™. ? Se te ty 


And the facts of Swiss Watchmaking are truly worth talking about. 
Here is a modern, diversified industry with a fine history that 
covers 300-years’ experience. It proudly yields thousands of 
different movements... easily replaceable parts...truly extraordinary 
timepieces, famed for continuous accuracy and reliability. Every 
Quality Swiss Watch is the proud achievement of technological 
progress and craftsman’s skill. Every facet of Swiss Precision 

and Swiss Craftsmanship means reliability and satisfaction 

for you and your customer, year after year. Confidence in you 

and your store means repeat sales. 


ss Watches the most up-to-date and reliable timepieces in the world, famous for long-established consumer acceptance. 
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Here are more selling facts to make sales easier... Quality Swiss Watches 
offer Parts Information and Technical Services. That’s why every Swiss Watch 
service problem can be solved efficiently and immediately. You have free 

sales help too! Distinctive display and sales promotion aids; personalized 
merchandising programs; national television, radio and magazine campaigns. 
Remember, too, that customers naturally expect a Quality Swiss Watch to be 
the best. Now, you can show them why. Use your Inside-Difference Display. 
Once your customer sees the parts in action, he will understand that how well 
a watch is made is responsible for how well it wears. It’s all part of the inspiring 
story of Swiss Watchmaking. A Quality Swiss Watch is truly a matter of pride: 
in the way it’s made, in the way it’s worn, in the way it’s sold. The more Quality 


sales, the greater profits... for you. as: 
For reprints of this insert, write to: Ee THE WATCHMAKERS OF SWITZERLAND 


INFORMATION CENTER, INC.. 730 FIFTH AVE N Y.19.N. ¥.. P 






































STYLED TO SELL... HAND CARVED 


—— 4D FOR THt WANS Stioveo 
4 


PRICED TO SELL! ey 7 


"4 
@ EXQUISITE, EXCLUSIVE DESIGNS | vy 77tlals 


@ SKILLED HAND CARVED CRAFTSMANSHIP 
@ UNEXCELLED QUALITY 
@® UNEQUALLED VALUE 
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A. Six fine Jjiamonds ndividuaiiy B. Ten fine diamonds ndividually = Ten # ne diamonds set into con- D. Six fine diamonds set against 
prong set against recessed, mirror prong set against bright background ave, hand carved satin finish top recessed, Swedish finish marquise 
like Background. Hand rior Hand ywrved Florentine finish on Tapered, brightly polished shank design. Tapered bright and satin 
entine finish top. Tapered. Keystone ncave top. Tapered. Bright ed Bright edges. Keystone $116 per set finish shank. Keystone $81 per set. 
$139 per set Keystone $118 per ‘ 
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E. Dainty blossoms on dramat y - Gleaming spir wheat motif or G. Hand carved Florentine finish on H. Glistening wheat design on hand 
design. Hand Car 1 cer nang ) satin fir enter oncave center. Edges combine carved satin finish center. Bright 
ter. Bright edge: bright facets and graceful scallops edges. Keystone $44 per set 

set Keystone $55 per set 
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Il. Graceful swirls on hand carved K. Diagonal, stepped panels of alter- L. Bright triangular facets on hand 

Swedish finish center. Bright edges nating hand carved Swedish and carved Florentine finish center. 

Keystone $61 per set. bright finishes. Tapered. Keystone Sparkling step-down edges. Keystone 
$63 per set. $66 per set.. 





All styles available in white or yellow 14K gold. 

Controlled distribution . . . sold by the manufacturer directly to the retailer. 

Free mats available upon request. 

DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 

BRIDAL RING CO., INC. ¢ 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 
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Now stock jewelry 
packaging to compli- 
ment YOUR merchan- 
dise. A wide assort- 
ment of over 80 styles 
to fit your pockaging 
needs. 


Shown is one of our 

mast popular ladies’ 

earring boxes. Rich 

light blue empyrean 

eT contrasts it 

tively with embossed “Tncnirational” hridal set hv 
Ta ad gole font In pirational id al set by I. 
base. (1147) features a solitaire engagement ring 


in 14K yellow gold with inlaid 14K white gold 
crosses flanking the stone. Matched wedding 


Roskin 


band and men’s ring have inlaid twin hearts 


7Send for our current flanked by inlaid crosses. From your whole- 
catalog illustrating ovr 
complete Stock Line 
available for Immedi- 
ate Delivery. 


saler. 


We will gladly design 
your own specialized 


BOX COMPANY | 
523 MT. HOPE ST. ° ATTLEBORO FALLS, MASS. 











Flying pendulum mantle clock is one of the 
antique novelty clock reproductions now being 
crafted by Horolovar. The prototype of this 
model, made in about 1885, was often referred 
to as the “craziest clock in the world.” $19.95 
retail. From Horolovar Co., Box 299J, Bronx- 
ville, N. Y. 














Stainless steel watch has reserve powe! 
gauge which sap eon on the same principle 
as an automobile fuel gauge, shows at a glance 
how much running time remains in the watch 
éé . P . LiVy i ifige | laAifl Il Wa il. 

| ) Dorr : eigaiets- nan 

What are you Wo} rying about os Movement is 17-jewel, shock- and water-re- 

"49 : - 94 24999 ; ' : sa ea 

at Sa Flex-Let Band! Ain t it 2 sistant. From Zodiac Watch Co., 15 W. 44th 
St.. New York. 

















+ COBB+ 


The complete line of 
COIN MOUNTINGS 


Model 11 
for the Silver Dollar 


There is no better source for Coin Mountings than 
(@fo) 0) oe cela Me ial- o)cevele(-1 an la\- Ml altip4-ikel ale Mellel lil(--y 
vZolUmaelamaslel0lalm-\4-1a'm ole) ole] (o mae)laMlamin(-m iced omeAtale 
... when you use Cobb Coin Mountings, the quality, 
wie alamo are Mmilal amor i0l(—Ma (el lilale Mole lUls mmol ale Ml (elalep 
trouble-free life. 


~~? COB B Corpary 


For the 
Half Dollar 


Choose from the Cobb 
collection — the most 
diversified line of quality 
coin mountings. Available 
in Sterling, 14K and 10K 
Gold and 12K GF dependa- 
ing on model. Sold thru 
jobbers everywhere. 


For the 
Silver Dollar 


For | 

$5 Piece Ji 
‘i 
j 


———— iV 
“ivvnananntl 





101 SABIN STREET 
PROVIDENCE 3G, R. I. 
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“Trenza” sterling silver pattern has sculp- 
tured form, smooth lines. Six-piece place set- 
ting 


g is $44 FTI. From Celsa Corp. of America, 
1 E. 57th St., New York. 


This unusual assortment 
of nautical charms provides you with a 
valuable source of extra profits during the 
boating and racing season. Available in 
either Sterling or 14 Kt. Gold, these pop- 
ular and attractive nautical motifs will 
score a hit with the sporting crowd. Order 
now through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 





Battery-powered wall clock has “Syroco 
wood” case in either metalgold or white deco 
rated with gold finish. Said to run for 12 to 
15 months on one flashlight battery 
mately $33 retail 


‘ . 


Approx!- 
From Syroco, Inc., V1 
sion of Syracuse Ornamental Co., Ine 
‘use, N. Y. 


“Spartan” watchband has notched rectang 
in gold filled links, 


comes with t 
curved ends. $5.95 FTI. 


$1 raignht or 


From Flex-Let Corp., 


580 Fifth Ave., New York. 


See your wholesaler today and join the 
thousands. of retailers already profiting 
igelanmesii-m(-ieehilem--111-1@ 


y “Edwardian” cuff links 

gn Goldstein-Gerson co.,inc. | with an antique watch with Roman numerals, 

Si, pee od Kshlale | the other engraved to match. A 

d | styled wrist watch is also available. 

130 WEST 46th ST. © NEW YORK 36. N. Y. | retail. From Sheffield Watches 
New York. 


feature one link 
similarly 
$17.95 


, 663 Fifth Ave., 





We’ve got the one watch specifically made for 
SKIN DIVERS... over 5 million of them! 


If you’ve wondered where your customers are, that’s easy! 
They’re under water, these days. Skin divers sprout wherever 
there’s an ocean, lake, river or even a good-sized pond... and 
the first thing they do is form a club. (There’s probably one 
right in your town!) 





What about the watch they need? It’s got to be accurate. It must 
show elapsed time and remaining time. Now CROTON NIVADA 
GRENCHEN has added the newest wrinkle: exact depth! The 
DEPTHOMATIC is the only watch, timer and depth gauge combined 
into one 17-jewel waterproof*, stainless-steel, precision instru- 
ment. As an automatic safety feature, it’s self-winding — can’t 
run down while in use. Get group sales; order a sample today! 

Retail — *895° 


Keystone — $7780 

















Baits MATIC by 
CROTON NIVADA GRENCHEN 


CROTON WATCH CO., INC., 404 Park Avenue South, New York 16 


















Stimulate 


SALES 











Quality. 
and Dependability 
with Service 


BELLAVAN C 








with the revised 


Pellavern 


The famous Bellavance 
Album has just been revised 
to help you increase display 
and sales. Just flip open the 
cover and 48 brilliant expan- 
sion bands are presented to 


the customer. 


Bellavance wide selection 
of bands include both men’s 
and ladies, gold filled and 
stainless. These fast- selling 

bands are all backed by 

the famous Bellavance 
immediate service guaran- 
tee. All repair orders serv- 
iced and returned to you 
within 24 hours of arrival 


at our factory. 


SEE YOUR WHOLESALER 
OR WRITE: 


OF ATTLEBORO 


E, > ee Buc Attleboro, Mass. 


They're New 











Start-Her-Necklace of 
“Orienta”™ 


Cultured Pearls 





LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 





























“Depthomatic” is said to be the first and 
only combination watch, timer and depth 
gauge. Will register depths down to 350 feet. 
$89.50 retail. From Croton Nivada Grenchen, 
104 Park Ave., South, New York. 





This “Varaflame” lighter from Ronson has 
what the firm calls ‘“‘jet age styling.” Finger- 
tip control allows flame to be adjusted to any 
height. This model, featuring black enamel! 
on chrome, retails for $19.95. 


— a . 
Cane Tee 


, ' . . . . L 

“Bracelette’” watch by Elgin is from the 

“Starlite” series, is “specifically designed for 
the modern teen-ager.” $29.95 retail. 





Ladies’ bracelet in 14K gold is edged with 
diamonds, creates an overlapping effect on the 
wrist. $440 retail. From David G. Steven, Inc., 
37 W. 47th St., New York. 





LETTERS... 


No Badgering 
To the Editors: 
JC-K’s April issue said that “RJA 
and its affiliate state associations are 
badgering non-members to join and 
support the National’ (underscoring 
ours). “Badgering,”’ according to Web- 
ster, means to bait, tease, annoy or 
harass. 
At no time has RJA, its affiliates or 
its individual members “badgered”’ any 
non-member to join. There are many 
persuasive reasons that motivate in- 
telligent businessmen to join efforts 
with their fellow jewelers. Only 
through the collective strength of a 
large membership can “large” accom- 
plishments be achieved. RJA and its 
affiliates are proud of their growing 
membership, that is now greater than 
ever before. We are also proud of the 
increasing importance our associations 
are playing in furthering the interests 
of our industry. 
We earnestly hope that in your next 
issue there will be a suitable expres- 
sion correcting any possible misunder- 
standing created by the use of an in- 
appropriate and harmful word. 
BERNARD N. BURNSTINE At your service all ways... 
Executive Vice President ha 
; Tt 77 
Retail Jewelers of America, Inc. THE LINDLEY VIAN 
Washington, D. C. 
There’s virtually no limit to the ways “The Lindley 
Man” can serve you. He can, of course, provide you 
with the finest retail boxes for your needs. But, more 
than this, he can help you keep your supply in proper 
balance... plan your orders for quantity-purchase ad- 
vantages... even, upon request, put Lindley box-design 
specialists to work for you. Learn to depend on “The 
Lindley Man.” You'll have the retail boxes that increase 
store prestige... turning more of your customers into 
steady customers. 


The editor who wrote “badger” has 
been badqe red ever since. In seeking 
an active verb, as a substitute for 
“urge,” he went overboard. Ce rtainly, 
RJA has not been harassing jewelers 
to join in association work.—The Edi- 


tors. 


Watchmaker Shortage? 


lo the Editors: Contact “The Lindley Man”... 
The purpose of vocational education a card or wire will start you 
is to train our youth so that they may on the way to better packaging. 


Po 
take their places in society as decent, \. 
self-supporting members of the com- ¢ i 4 P| > i ra YW 
munity. What opportunity does watch- BOX & PAPER DIVISION 
making offer toward these goals? coi thaslek: tadbene 


| We are aware of the challenges, crea- FEDERAL PAPER BOARD COMPANY, INC. 
tive outlets, stimulations and satisfac- 
tions that emanate from this work. We 
know also of the side-benefits that may 








7249 FRANKSTOWN AVE. 


A NEW CONCEPT IN TIME! 


TYMETER 


ELECTRIC NUMERAL CLOCKS 


#170 ESSEX—Recessed V-shaped face features a distinctive grill 

top finished in gold, lower half in GLO-LITE that glows in the dark 
Walnut or ebony plastic case. 7° wide, 4°’ high, 3%'' deep. 
retail $11.95. 

TYMETER Clocks are different smart looking . . . wholly new in 
concept . and with plenty of consumer appeal! ‘Time at a 
Giance’™’ colorama numerals register every second, minute, 10-minute 
and hour. Guaranteed | year 


25 other models from $9.95 to $100 
Write for full color Catalog and Price List 


PENNWOOD NUMECHRON CO. 





PITTSBURGH 8, PA. 














aul 


THE FINEST IN PRECIOUS GEM JEWELRY 


Veli 


FOR. OVER 
20 YEARS 


Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


Inquiries Invited 


Geo. Schuler & Co.. Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC. 
On Bedford Road in Pleasantville, N.Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22,N. Y. 














derive from a sound training in this 
field—instrumentation, electronics and 
such. (Our attention has been called 
to cases of piracy within the ranks of 
watchmaker - trained instrument me- 
chanics. ) 

But what are the immediate returns 
to the trainee?... 

Our young people are aware that it 
is becoming almost as expensive to re- 
pair a watch as to buy a new one. What 
then “is in it for me?” the prospective 
vocational high school student asks. 

Student enrollment in our watchmak- 
ing courses follows the national pat- 
tern. It continues to drop. On the other 
hand, our jewelry-making course at- 
tracts more and more students. Why 
this seeming inconsistency? The an- 
swer is one of simple economics. The 
papers carry many want-ads for jewel- 
ers and comparatively few for watch- 
makers. Through our school employ- 
ment office we place 100 per cent of 
our jewelry graduates, and have a list 
of employers who are waiting to hire 
our boys as soon as they become avail- 
able. Our placement record in the 
watchmaking area does not begin to 
compare with this figure. 

Certainly in a few years the dire pre- 
dictions regarding the unavailability of 
trained watchmaking personnel will 
materialize. The shortage will undoubt- 
edly manifest itself in keen competition 
for the available few. Then note how 
the crying demand will cause our guid- 
ance counselors to steer students into 
this very important field. 

Brooklyn NATHAN B. WINKLER 
Chairman, Special Trades 

George Westinghouse Vocational 

and Technical High School 


Watchmaker Lament 


To the Editors: 

I have just finished reading ‘“What’s 
Happening to Watchmaker Training?” 
in your May issue. I can give you many 
reasons why enrollment is dropping in 
watchmaker schools, and they are all 
the fault of the jewelers who own the 
stores. 

Most watchmakers work six days a 
week, which is about 10 to 12 hours 
more than other skilled tradesmen. 
Watchmakers aren’t paid time and a 
half for over 40 hours’ work. 

















CELL EVERY 


DUCH 


Your | 


begin, you 


Strike up 





What DUCHESS gives you: 


] Quality, design, and construction equal 
to—and better than—bands selling for 
more. A full line of styles for men and 


women 4. 


S) ‘“Custom-Size"’, Bandmaster's patented 





no-tools sizing feature, easiest, fastest. 


No loading-up. You buy only as many 
Bandmasters as you want. You don't get 


ad 


o~-sagsupecervesussvere: — ee 


99 


ucheoss JEWELRY MANUFACTURING CORP, 





WATCHBAND LINES TO 


CUSTOMER! 


The leading nationally advertised brand 
in the premium price range 


ESS BANDMASTER in the 


popular price range 


biggest volume—and biggest profit 
—1is in the price range just below the high 
prices of the leading ‘name’ brands. 


In the DUCHESS price range you sell the 


most and make the most. Because 


DUCHESS BANDMASTER covers every price 


from very low to where the high-priced bands 


require only two watch band lines 


to ring up a sale with every customer. 
Sure, you need the big fellow with the big advertising 

and the big price tag. But, insure your sales with 
Fig DUCHESS BANDMASTER, the popular-priced 


band with the premium-price band quality 


that wins and keeps customers. 


with BANDMASTER. Ask your 


wholesaler today for DUCHESS BANDMASTER, 


stuck with heavy, costly inventory on 
“‘deals”’. 


Compact, practical displays that help 
sell without hogging space. Free with 
standard, pre-selected ladies’ and men's 
assortments. Economically designed so 
that their cost isn't passed on to you in 
higher band prices. 


Worn as original equipment by America’s finest watches. 


300 OBSERVER HIGHWAY, HOBOKEN, N. J. 


29 





SETTINGS 


14 KT. GOLD, PLATINUM AND PALLADIUM 


Every conceivable setting and top avail- 
able, in all sizes. Special price considera- 








tions to quantity users. 


Write for new 72 page catalog, contain- 
ing the most complete line of castings and 


findings in 14 Kt. gold. 


\ Fev alelar-l mm a ialediarcacm he) aoy 


125 West 45th St. - New York 36, N. Y. « JU 6-4842 


For your convenience, we will be open during the vacation period 





TROPHY BASES 


Made from Mahogany, Walnut 


and various other fine woods. 


Can be finished in any color ac- 


cording to your specifications. 


Also all types of Wooden Handles 
and Salad Bowls made of foreign ALL WORK 
and domestic woods. CUSTOM MADE 


Send drawing or sketch for quotation 


PARAGON WOODTURNING CO., Inc. 
431 West 28th St. New York 1, N. Y. 








First Desk Set with ji 
$1.00 features for.. / .. only 


Truly a handsome, well made set, with your 

gold imprint (5 lines maximum in block, script 

or italic) on base, plus Free gift box. Min ¢g ed. 
In H 


erder, 100 |-col. Newspaper mat sent free 
for your promotion uses. 


undred Lots 
Several ways desk set is being used: 


TO OPEN NEW ACCOUNTS. TO RE- tt Shipment 

OPEN CLOSED ACCOUNTS. OLD CUS- ! prepaid if 

TOMERS NIGHT. BUILD UP REPAIR a 

DEPT. panies or er 
Write for 

Refills 10¢ ea. in red, green, blue. Desk Pen yaee 

and base colors: BLACK—IVORY— sampre 

RED—BROWN (or asstd.). if order 

doesn’t specify color, we ship al! black 

Terms: Net {0 days F.0.B. Factory 

3 wks. delivery. 


GOLDNER ASSOCIATES 


P.©. Box 2703, Nashville. Tenn 











You not only must be a watch repair- 
man—you have to scrub floors, wash 
windows and take care of other odds 
and ends that need to be done. 

You have to know ring-sizing, en- 
graving and jewelry repair. 

You have to study and sell diamonds 
and other jewelry. 

The pay is not up to standard; a car- 
penter or a bricklaver gets about $3 an 
hour. ... 

Don’t get me wrong; I like watch re- 
pairing or I wouldn’t stay in it. But it 
sure gripes me when I see someone who 
makes twice as much as I do, and he is 
a laborer in a mill. A steel mill worker 
in this area gets $2.14 an hour. That 
means he gets $85 for a 40-hour week. 
A watchmaker in this area (who has 
to go to school for three years) gets 
$90 for a week of 56 hours, which 
amounts to about $1.60 an hour. 

The only alternative that I can see 
is to quit working for someone else and 
go into business for yourself. Or else 
raise the watchmaker’s pay. I don’t 
blame the young students who pass up 
watch repair. Why shouldn’t they get 
a better start than we did? Any jeweler 
who can’t afford to pay a watchmaker 
$125 a week shouldn’t be in business 

NAME WITHHELD 


Too Many, Too Long 


To the Editors: 

What is the big calamity with fewer 
watchmakers? It should have happened 
20 years ago. ... Wake up; learn to 
live like they do in other industries; 
join your local jewelry organization. 
Brooklyn LESTER L. ROBERTS 


Approval 
To the Editors: 

I would like to congratulate you and 
your staff on the fine group of articles 
that you have consistently written in 
THE JEWELERS’ CIRCULAR-KEYSTONE. 
They are informative, helpful and up 
to date. Please keep up the good work. 

DR. DONALD A. BUSCH, 
Lansing, Mich. Busch Jewelers 


Believe it or not, the above is the 
complete letter from Busch’s. They had 
no axe to grind nor favor to ask. Thank 
you, Dr. Busch.—The Editors. 





ZY - 


4 L/ —e! *. L 


Se 


of progress in ring making 


a 


Worid’s Largest Manufacturer of Interlocking 
Engagement and Wedding Rings for Diamonds 


1960 marks the 25th Birthday of Feature Ring Company! 25 years of , 
progress in ring making. Progress as evidenced by pioneering of the 
famous patented Feature Lock. Progress in the creation of the ingenious 
patented Feature-Glo setting that makes diamonds look 90% larger, 
87% more brilliant. Progress in manufacturing techniques that offers 
mountings of superior appeal. Progress in imaginative retail mer- 
chandising! And progress in quality control that assures merchandise 
sold ... stays sold, and builds repeat business! 

To the wholesalers and retail jewelers of America we say ‘“‘Thank you”’ 
for your acceptance and promotional support that have made Feature 
Ring the “fastest selling diamond ring line in America.” 


Our Anniversary Program offers diamond selling opportunities as 
never before! Introduces a bright ‘‘new style influence’ in diamond | 
rings ...a brand new “‘merchandise’’ package for brides-to-be . . . yoncsneey 
exciting traffic ideas .. . backed by the biggest value offering in history! 
This is the program that will give you plenty to SELLabrate! 


Contact your authorized Feature Ring wholesaler today . . . or write: 


Leature C ing Ce 


130 WEST 46TH STREET, NEW YORK 36, N.Y. 


POLISHING & 
FINISHING 


Feature Lock U.S. Pat. =2507348 and Feature-Glo Pat. 22774231. 








All items shown actual size 
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QUALITY ALWAYS 


Design that attracts the customer, with 
Quality that can’t be compromised, and 
always at a Profit for the retailer. 


Sterling, 1/20 12K. G.F., 10K and 14K. 


AUTOMATIC CHAIN CO. 
ad 5 1@h14 19) 4) (01-0 


NEW YORK «+ LOS ANGELES 
CHICAGO 


Vast assortment of discs and hearts, 


and charm bracelets. 


. ee. ~ 
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* It takes big words 
ike this for an Italian to 


begin to describe the 

quality and craftsmanship of 

R. | Griffith 

circles and monogram pins. 


Larger circle—Sterling Silver @ $2.75 

Gold Filled @ $3.00 

Smaller circle—Sterling Silver @ $2.25, 

Gold Filled @ $2.50 

(Circles also available 

in 14K Yellow Gold) 

Larger monogram pin with polished 

center for engraving—Sterling Silver 
3.75, Gold Filled @ $4.00 

Smaller monogram pin—Sterling Silver 
$3.00, Gold Filled @ $3.50 

Attractive veivet-faced counter display 

with assortment of 12 smaller circles 

(shown)—Sterling Silver @ $27.00, 

Gold Filled @ $30.00. With larger 

circles—Sterling Silver @ $32.40, 

Gold Filled @ $36.00 


All prices Keystone 
R.L. Griffith Co., div. of lrons & Russell Co., 
Providence, Rhode Island. 


Through Wholesalers. 





Complete Watch Departments for 
Author ized Jewelers | : 
for Better Quality Watches and Clocks 


DIST INGUISHED COMPANION “WATCH 
TO THE HONORED LONGINES, 


LE COULTRE” 


EXCEPTIONAT*WATGHES AND CLOCKS 


ATMQS” 


THE PERPETUAL MOTION CLOCK 
VACHERON & CONSTANTIN 
PROUD POSSESSION OF ROYALTY SINCE 1755 


Sold and Serviced Only By 


Authorized Longines-Wittnauet Jewelers 


FOR ALMOST 100 YEARS MAKER OF WATCHES OF THE HIGHEST CHARACTER 


LONGINES-WITTNAUER BUILDING ¢ FIFTH AVENUE ¢ NEW YORK, N. Y. 








JEWELERS’ 








Yio REBEL: In sunny Rio de 

Janeiro the usual businessmen s 
lunch break is a leisurely two-hour 
affair, well leavened with liquor and 
conversation. In this setting German- 
born Hans Stern, head of H. Stern of 
Rio. gem traders. is something of an 
oddity. He brings his own lunch to 
the office and often talks business 
between gulps of coffee. 

He also raises evebrows by his habit 
incomprehensible to the Latins 
of being the first to arrive at the 

ofiice and the last to leave. 


Worst of all. 


| ion! 
Sdie@smen retuse saies on occasion. 


Stern even lets his 


If a woman asks to have earrings 
made to match a necklace that is a 
fake. Stern’s salesmen turn thumbs 
down. 

“We not only lose the sale.” 
Stern, “but the customer is 
times so disappointed that we lose 
her for good.” Philosophically, he 
adds, “But it is the best wav.” 

Stern can afford to be philosophi- 


al. at 3i. 


business. he heads a 


alter only 14 years in 
multi-million 
dollar organization that is said to 
handle 70 per cent of Brazil’s trade 


in semiprecious stones: a nice little 


CIRCULAR-KEYSTONE 








SPEAKING OF THE JEWELRY TRADE 


empire well worth a Iew lost sales 


and missed lunch breaks. 


_—m WATCH: Cast thy watch 
it 


upon the waters and may 
come home to roost decades hence. 
Consider the case of Sir Winston 


Churchill who is again sporting the 


fine gold pocket watch he gave to 
his batman 62 years ago while serv- 
ing in the 4th Hussars. 

\t the batman’s death, his widow 
put the watch up for auction. Lon- 
don survevor Maurice 
bought it for $1,176. 

He offered the watch to Sir Wins- 
ton as a gift, and the latter accepted 
promptly. Who wouldn't? 


ie rHPAW Left-handed 
\’ watchwearers of the world have 
\t long last. 


the Swiss have come to their rescue. 


ae 
Benjamin 


SPECIAL? 


sood reason to reyoice. 


Swiss watchmakers have produced 
a watch for the right wrist which has 
its winder on the “reverse” side, 
allowing the wearer to wind and set 
with ease with his left hand. 

The watch made its public debut 
at the Basle Fair April 23 to May 3. 
The market for such a watch is a 
sizeable one, 22 per cent of the 
being left- 


world’s population 


handed. 


ee We are badly 
J 


truly and fundamentally shook 


shaken. 


up from our soles to our cowlicks. 

Having been led to believe from 
infancy that the pronouncements of 
scientists are the truth, the whole 
truth, and nothing but the truth, we 
now find the learned gentlemen have 
led us up the garden path. They have 
‘gulp! sob!) deceived us cruelly. 

You thought, we thought, that the 
atomic weight of silver was 107.880. 
because the laboratory blokes told 
us SO. 


sut it ain't so. it ain't so atall. 


Blushing crimson, the National Bu- 


reau of Standards, U.S. Department 
of Commerce, diffidently reports that 


the atomic weight of silver has been 
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BALLOU 


FLAT-BACK 
LINK 
CONNECTIONS 


give you style 

and dependability 

Here are four more cuff-link 
connections by Ballou. De- 
Signed for the manufacturer 
who must have the best, they 
are backed by Traditional 


Ballou Quality. In 14 Kt. Gold. 
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FOR SOFT JOINT AND RIVET 
SOLDER WIRE FOR 71 LINK 


THE 
FOUNDATION 
OF 

GOOD 
JEWELRY 


FINDINGS 


SOLD TO THE MANUFACTURER 


B. A. BALLOU & CO. INC. 61 Peck Street Providence 2, R. ! 
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recalculated and found to be 10 
instead of the 107.880 
trustingly 
able fact. 


One has to 


accepted as incontrovert- 


these 


take 


stride. of course. but doesn t it make 


jolts in 


vou a wee bit evnical? Just a wee 
hit 7 


‘i, Sen 


cathered to his 


rHAT PRESIDENT: Once he ts 
ancestors. an 
\merican President is a_ forgotten 
man. 

lor three years. at various parties 
and informal gatherings, jeweler 
Charles k. Richter of Cincinnati of 
fered a $1,000 diamond ring to the 
person who could name all 34 Amer 
wean presidents. 

For three years it seemed as il 
there wasnt a historian in all Cin- 
cinnatt. 

Then a little while ago an 18-vear- 


old girl from old Kentucky broke the 
spell and rattled off all 34 in perfect 


order. a trick she learned “in about 
the second or third grade.” 


What price higher education 7 

















which we 


( )' Doctor! Medical men learn 
to take well-meant advice from 
patients’ relatives in their stride. So 
do jewelers. 

Recently jeweler Donald Flindley 
of Hampton, Va., received a crusty 
object vaguely resembling a watch 
from a customer, accompanied by a 
note explaining that the watch “fell 
accidentally into a bowl of plastic 
starch.” 

The message continued in an emo- 
tional vein: “I can only hope that 
vou will put it into some warm water 
with detergent. soak the plastic loose. 
and immediately oil it.” 

\ note of touching faith emerged 
in closing: “If that doesn’t work. | 
will have to leave it to vour in- 
venuity. 

We are sure the faith was not mis 
placed and that the watch 


Phoenix-like, from its shell of plasti 


rose, 


starch and ticked happily ever alter. 


H' HEY IN THE HAYLOFT: Life 
on the 


ym the tarm mav lack some of 


ine tensions ot city dwelling. but it 
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"It's the finest sturdy bone china—that's Nationalist China, of course!” 


z 

x 

7 
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isn't entirely without its ups and 
downs. 

\ customer of Charles L. 
Jacksonville,  Fla.. 


through an experience that should 


Wells. 
recently came 
serve as a moral to others engaged 
in agrarian pursuits. 

Just after he had fed two tons ot 
hay through a shredding machine. 
the farm-owner realized he had lost 
his new 1.74 carat ($1700) diamond 
ring in the process. 

\ city slicker might have just sat 


right down and called the police or 


w 


the fire department. But our farme 
was made of sterner stuff. 

He stacked the two tons of shred- 
ded hay in an open space and 
touched a match to it. 

After the flames subsided, he 
hitched fans to portable generators 
and blew away the ashes. 

There. on the hard packed earth. 
lay his diamond ring. Though the 
S50 mounting was ripped to pieces 
by the shredder. the 


through unscatched. 


vem came 

Thumbing through our portable 
collection ot Confucionisms. we find 
that ubiquitous Chinaman advises: 
Okav. make hay in 


remember hav and carats is costls 


sunshine. but 


combination. 


HH] OROLOGICAL LUNCH: Sure. there's 


honesty among thieves. 
One who subscribed to the crook’s 


code of ethics was the hungry gent 


who swiped San Francisco tavern 
owner William Gallagher's $300 
watch. 


The next day Gallagher got a 
ticket in the 


deemed his precious ticker for a 


pawn mail and re- 
mere 54.00. 

Explained the pawnshop keeper, 
“Il would have given him $50, but he 
said $4 was all he wanted. Said he 


just wanted to get a meal.” 
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ihe coming upsurge 


in sterling tlatware sales 


As the marriage boom 


gets under way 


A gain of at least 35 per cent 


during next five years 


The following article is condensed from an ad- 
dress delivered last month before members of the 
Florida Retail Jewelers Association.—The Edi- 
tors 


@® JEWELERS attempting to assess their business 
prospects in the new decade have posed several 
searching questions in regard to sterling. 

These questions deal with the marriage rate 
and its effect on silver sales, with the state of 
the silver industry last year and its prospects in 
the 1960s, with promotions, and with the price 

By WititiAM T. HURLEY, JR. levels of sterling place settings. 
Vico President in Charge of Sales One which crops up again and again is: 
Reed & Barton Silversmiths 
When is the long-heralded marriage boom going 
to make itself felt in increased sterling sales? 

Certainly we’ve been fed a lot of statistics on 
the subject of the imminent increase in the num- 
ber of weddings, and we've been waiting pa- 
tiently for the wave to hit us. So far it has not, 
but this shouldn’t be discouraging. The birth rate 
began to rise sharply after 1940, but though the 
average bride today is only 20, nevertheless a 
groom is required for the ceremony, and his aver- 
age age is 23!.. Thus it will be two or three 


























ame MARRIAGEABLE GIRLS 18 TO 22 


vears before the “‘population explosion” hits the 
wedding age brackets. Then, watch out. There 
will be a tremendous increase in the business po- 
tential of the average jeweler from 1963 onward. 
But how much the individual jeweler will benefit 
will depend on the nature of his efforts. 


What was the state of the silver industry na- 
tionally in 1959? 

Despite the very slight increase in the number 
of weddings in 1959, the sterling industry as a 
whole had an increase of 7 per cent over 1958, 
and this year seems headed for another increase. 
In comparison with the gross national product 
over the past 20 years it is doing very well in- 
deed. 














»+ «++ MARRIAGEABLE MEN 21 TO 25 


What of the long-range picture, the sterling situ- 
ation through 1965—the first half of the “soar- 


37 «) 


ing sixties 

| anticipate at least a 
sales by 1965, or an average increase of 7 per 
cent a year, basing this on the expected increase 
in weddings, industry growth, and assuming that 
both manufacturers and jewelers capitalize on 
their marvelous opportunity. 

Weddings, of course, are a vitally important 
market for sterling. Projected wedding statistics, 
as we have seen, paint a glowing picture of op- 
portunity to be grasped. As manufacturers we 
are definitely going to do something about this 
opportunity—not with price promotions or other 
destructive means but by making sterling more 


35 per cent increase in 
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PRICE TRENDS IN STERLING SILVER FLATWARE: 1940-1960 


Who gets what share of the consumer dollar? (Figures are based upon the 
retail price, before tax, of a six-piece place setting in the Francis First pattern.) 


SILVER COST: $2.46 


Me 


DEALER’S SHARE: $8.00 


MANUFACTURER'S SHARE: $8.14 


SILVER COST: $5.15 


DEALER’S SHARE: $12.10 


MANUFACTURER'S SHARE: $10.89 


SILVER COST: $6.48 (a 163% increase since 1940) 


DEALER’S SHARE: $16.62 (a 107% increase since 1940) 


MANUFACTURER’S SHARE: $15.54 (a 90% increase since 1940) 


desirable, more essential, more a part of modern 
living than ever before. 

As long ago as 1952 we anticipated the bridal 
boom and started on a program to improve ster- 
ling flatware design that has brought highly 
satisfactory results so far. Our entire thinking, 
our complete strategy, has been to add to the de- 
sirability of our industry’s product. 

Our advertising has been geared to quality, 
to making the “image” of sterling more attrac- 
tive, and we have spent large sums in this field, 
confident that the future will prove the expendi- 
ture justified. This advertising has been directed 
at the logical prospects for our product: the teen- 
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age girl in her attitude-forming years; the young 
woman of marriageable age; the bride; the 
woman of culture and refinement. 

We’ve targeted our market, and in doing so 
we've used our dollars liberally to “manufacture 
customers,” so to speak, for you retail jewelers, 
our dealers. 

The emphasis on quality in advertising is of 
utmost importance. The average woman today is 
better educated, more widely traveled, more 
amply able to buy what she wants than her 
mother, or even her older sister. Today, for in- 
stance, there are 50 times as many girls in col- 
lege as there were 50 years ago. These girls have 





good taste, and there are millions of them. You 
cannot fool them with phony merchandise, phony 
“values” or phony prices. On the manufacturing 
level the sterling industry is aware of these 
changes in popular taste and is charting its pro- 
motional course accordingly. 

Right now the Sterling Silversmiths of Amer- 
ica 1s Staging a major promotion directed at this 
year’s nearly two million girl high school gradu- 
ates, who, at their average age of 18, are only 
two vears away from the average age for mar- 
riage. Wouldn’t a gift of sterling silver flatware 
pe appropriate and desirable for the girl gradu- 
ate? We manufacturers think it would, and are 
spending nearly $100,000 in the May issue of 
Seventeen magazine to focus interest on this 
building - for - the - future idea. Retail jewelers 
should tie in with it, using the free display pro- 
vided by the Guild, the imprinted invitations, the 
advertising helps. 

Another continuing Guild promotion aimed at 
girls in their formative vears is the “silver edu- 
cation program,”’ which was launched a vVear ago 
and has already been adopted by over 5,000 high 
schools. Through the program, the schools make 
the knowledge of, and appreciation for, sterling 
part of their established curriculum. 


Is sterling flatware too high priced? 

Undeniably sterling prices have risen, as have 
the prices of all manufactured goods. They will 
continue to increase, perhaps, in concert with 
all the products of industry, as long as labor de- 
mands more and more for its efforts without a 
proportionate increase in productivity. Now, 
‘“hile I believe that the silverware industry is as 
efficient as any other, it must be remembered 
that much of the work that goes into the manu- 


a 
7 


facture of quality sterling is hand work, per- 


formed in the spirit of craftsmanship which has 


grown up over the centuries. This, of course, 
limits the potential of pure productivity in- 
creases. As long as the silversmith expects to be 
as well rewarded as his peers in other trades— 
and he should be—the price of the finished article 
will have to reflect such increased COST. 
Actually, the price of sterling flatware has in- 
creased less than the average of most manufac- 
tured goods over the past 20 yvears—and much 
less than that of many of the services for which 
consumers must pay. A two-door sedan which 
cost $680 in 1939 now costs more than $3,000 for 
the same model; the 15¢ hamburger now costs 
40¢; the 50¢ haircut is $1.75 20 vears later. 
While the price of many goods and services 
has trebled and quadrupled in the past 20 vears, 
the retail price of sterling flatware has only 
doubled. And in terms of “affordability” it is 


twice as good a buy in 1960 as it was in 1939 be- 


cause wages generally have trebled whereas the 
sterling flatware price has only doubled. Thus the 
average person today has to work only two-thirds 
as long to buy a set of sterling as he did in 1939, 
but just about as long to buy an automobile, a 
hamburger, haircut or many other goods and 
services. 

| think we who are close to the picture are 
more afraid of the price of a set of sterling than 
is our customer. However, if we reflect upon the 
true value of sterling flatware, its genuine econ- 
omy based upon lifetime usefulness, its imperish- 
abilitv, the deeply satisfying feeling it gives to 
its possessor, and then recall its modest increase 
in price in comparison with other manufactured 
products, our attitude certainly will change. 

If we genuinely believe in the economy of 
sterling flatware, that feeling is bound to get 
across to the consumer. If we don’t, we'll just 
be defeating ourselves. Such a defeat would be 
senseless because sterling flatware today is better 
designed, better made, and a better value than 


ever before. 


In view of rising retail prices for flatware, is 
there any possibility of an additional mark-up for 
the retailer? 

Obviously, each of the three groups involved 
in the distribution of sterling—the silver pro- 
ducers, the manufacturers of silverware, and the 
retailers—must cover the cost of doing business, 
and, to stay in business, must earn a fair profit. 
Obviously, too, costs for each group have risen 
just as steadily over the past two decades as have 
wages—for the producer and for the manufac- 
turer no less than for the retailer. 

But I feel that retail jewelers sometimes lose 
sight of the fact that whenever retail prices are 
increased and trade discounts remain the same, 
the retailer participates in the enlarged profit 
potential fully as much as do his other two part- 
ners in the distribution of sterling. 

As a matter of fact, over the 20-vear period 
we have been discussing, though the retailer has 
not fared so well as the silver producer, he has 
done substantially better than the manufacturer, 
as the accompanying graph clearly shows. 

Have promotions run their course, or are they the 
only way of getting volume in the flatware busi- 
ness? 

At Reed & Barton, we feel that there are two 
kinds of promotions: price promotions, in which 
we definitely do not believe, and product promo- 
tions in which we most devoutly do. 

We oppose price promotion for our kind of 
product for a number of reasons. In the first 
place, we feel that any kind of cut-price promo- 
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In the fall of 1959, members of the Horological 
Institute of America and the United Horological 
Association of America voted overwhelmingly to 
unite. In Chicago on June 17-20, watchmakers 


4 


will convene to chart their new. mutual course. 


__. the Horological Institute of America 
was founded in 1921, it vowed to combat the 
evils of the “botch work” of illegitimate work- 
men, and to improve the craftsmanship of the 
watchmaker. 

Later, in 1934, the United Horological Associa- 
tion of America was born, to meet the need “for 
a united front” among watchmakers, and “‘to 
make the American watchmaker the best in- 
formed horologist in the world.’’ 

Last year, members of both groups voted over- 
whelmingly to get together, hopefully to accom- 
plish in union what neither group had been able 
completely to do by itself. Since then, some 3000 
U. S. watchmakers have become charter mem- 
bers of AWI. 

AWI calls itself ‘fone national organization. 
devoted exclusively to all the needs of all watch- 
makers.” Early this year it retained Carl G. 
Sedan, head of a management consultant firm, as 
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This emblem symbolizes a new 
venture by U.S. watchmakers 
to bring pride and profit 

to their craft. Uniting 

HIA and UHAA, the 
Institute plans to do 

more for watchmakers than 


HIA or UHAA could separately 


executive director; its headquarters are Sedan’s 
offices at 10525 Puritan Ave., Detroit. 

AWI goals include plans to help watchmakers 
improve themselves technically (AWI will issue 
the same Certified Watchmaker and Certified 
Master Watchmakers titles which HIA _ initi- 
ated) ; to provide members with current informa- 
tion on technical and economic developments; 
to develop a public relations program that will 
give consumers a better understanding of the 
watchmaking industry; to coordinate with other 
trade associations on legislative and other mat- 
ters. 

AWI also will publish American Horologist 
and Jeweler, formerly the official publication of 
UHAA. In addition it will issue a monthly news- 
letter, will operate a free lending library for 
technical books and treatises, will give a 10 per 
cent discount on all technical book purchases by 
members. It also plans to hold national workman- 
ship and achievement competitions for members. 

The public relations plan calls for a press 
service and speaker’s bureau, which will prepare 
talks, ad mats, ad copy, identifying insignia, de- 
cals and certificates of membership for members’ 
use. AWI will also continue the National Watch 








AWI’s interim board of directors: ‘in good faith, for watchmakers, a bright dream” 





Ray Soucie, CMW Norman D. Luth George Cordes Don Leverenz 
HIA president UHAA president Ohio Watchmakers Elgin National Watch 


Program for the Charter Convention of the 


AMERICAN WATCHMAKERS INSTITUTE 
Time: June 17-20, 1960 « Place: Morrison Hotel, Chicago 


FRIDAY, JUNE 17 


Business meeting for the interim board of directors 





James Hamilton SATURDAY, JUNE 18 Orville R. Hagans 


Denver, Colo. 9.00 A.M. to 5:00 P.M.—Convention registration on the ballroom UHAA founder 
floor. 


10:00 A.M.—Cali to order by Bertram S. Lowe, chairman, in the 
Venetian Baliroom. Invocation. Introduction of Attendees. 
Statements by President Raymond F. Soucie of the Horol- 
ogical Institute of America and by President Norman D. 
Luth of the United Horological Association of America 
Presentation of the constitution and by-laws, by John M 
Farrell of Detroit and James L. Hamilton of Denver. 


12:30 P.M.—Luncheon in the Venetian Ballroom, Jean Pierre 
Savary chairman. Address by Arnold A. Schiffman, past 
president of the Retail Jewelers of America. Presentation 
of Certification Committee report by James Hamilton and 
Marvin Whitney. 





John Farrell, CMW Gordon Gamble 


General Motors Lab Florida Watchmakers 
SUNDAY, JUNE 19 


2:00 P.M.—lIntroduction of new officers, Harold L. Rapp chair- 
man, in the Venetian Ballroom. Statement of future AWI 
policy by John M. Farrell. Introduction of Carl G. Sedan, 
executive director of AWI. Technical session. 


“5 CIE BOLO tig HOS 5 Tea 


6:00 P.M.—Banquet at the Boston Oyster House. Address by 
Morton R. Sarrett, editor of National Jeweler. Installation 
of new AWI officers. Honor awards. 

MONDAY, JUNE 20 


Business meetings of the first board of directors of the Institute 





Henry Fried, CMW Bertram Lowe 
Flushing, N. Y. Longines-Wittnauer 


Wee. ee ams a. te. 
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Jean-Pierre Savary J. E. Coleman Harold L. Rapp, CMW Milton E. Roth 
Swiss Watchmakers Nashville, Tenn. Eterna Watch Co. Waterloo. Iowa 





Mark Identification Bureau, and will develop 
quality watch and quality repair campaign pro- 
grams. 

For state and local watchmakers’ guilds and 
associations, many of which have already de- 
cided to affiliate, AWI promises help with mem- 
bership campaigns, programs and the like. 


Thoughts on AWI, and on unity, by the 


by Raymond F. Soucie, 


1959 president of HIA 


® EVERY TRADE ASSOCIATION 

must have ‘a reason for being” 

_ as its mainspring—an economic 

% and social pressure of sufficient 

me r weight to bring independent 

craftsmen and businessmen together in a con- 
certed action to solve problems. 

Such pressures will be well represented in the 
deliberations at the charter convention of the 
American Watchmakers Institute in Chicago 
June 17-21. 

AW I is truly the child of the serious problems 
all watchmakers face. Whether today’s child of 
problems matures to a problem-solving adulthood 
will depend largely on how many watchmakers 
understand the purposes of the American Watch- 
makers Institute; how well they understand these 
purposes, and how willing they are to associate 
with the Institute and to contribute actively to 
its program. 

What are the problems and pressures out of 
which AWI is being born? 

First, there is the pull that every watchmaker 
must feel between his desire to function as com- 
pletely independent craftsman and businessman, 
and his need to meet the requirements of an ex- 
panding collectivism in the economy on which he 
must depend for his living. He is constantly com- 
ing face to face with big government, big taxes, 
big business procedures, and if he hasn’t been 
swallowed up yet, he certainly can feel the teeth 
nipping at his shirt. 

Second, there is the problem of just keeping 
up with the times from a technical standpoint. 
New intricate models of watches and clocks can 
be developed and marketed by the factories today 
so much faster than a watchmaker can assimilate 
and memorize all the information that he needs, 


(please turn to page 56) 


“The first national convention of AWI in Chi- 
cago will be a milestone in horological history”’ 
says Henry B. Fried, member of the interim 
board. “All watchmakers should recognize this 
quickly, and avail themselves of the honor of 
charter membership, along with the personal 
benefits that are bound to accrue.” Zea 


1959 presidents of HIA and UHAA 


by Norman JD. Luth, 
1959 President of UHAA 


@® THOSE OF US who have been 

working these past few years 

for unification of the United 

Horological Association of 

America and the Horologica! 
Institute of America have based our hopes and 
our plans on this idea: That AWI, the new or- 
ganization by and for watchmakers and jewelers, 
will become the perfect essence of all that has 
been good in the watchmakers’ trade association 
movement in free societies. 

We recognize that for the AWI to serve a 
useful function, it must have not only the best 
motivation but also finely honed tools to meet 
the complexities of the economy in which watch- 
makers find themselves working today. 

Looking backward in depth, we can see a fam- 
ily relationship between the American Watch- 
makers Institute and the great craft guilds of 
Medieval Europe; the first American Watch- 
makers’ group, organized in New York in the 
1860s; the first national watchmakers’ organiza- 
tion in the United States in the 1890s; the first 
regional association established during World 
War I; the Horological Institute of America, and 
the United Horological Association of America. 

From the craft guilds of Europe sprang both 
trade unionism and trade association structure— 
distant cousins as we know them today. Unionism 
became the outgrowth in fields of mass produc- 
tion in which the very nature of a man’s work 
tended to deprive him of individualism during 
his working hours. 

Trade association development, however, was 
an outgrowth in the fields of highly skilled indi- 
vidual production and distribution. Motivation 
for the trade asociations, therefore, has always 
centered on creating an economic and political 


(please turn to page D6) 





IT’S COMING 
YOUR WAY 


The Jewelers’ Circular-Keystone 
Directory Issue, with: 


580 pages 
Over three pounds’ weight 
40,000 easy-reference listings 


6000 sources of supply 


Plus a big section of regular 
JC-K editorial features, selected 
for their lasting reference value 


@® WITHIN THE NEXT FEW WEEKS, as a JC-K sub- 
scriber, you will receive a special Directory Issue 
of this magazine. It is scheduled to be placed in 
the post office at Philadelphia on June 20. 

The June 20th JC-K will arrive automatically, 
without your having to request a copy. But there 
was nothing routine about its planning and pro- 
duction. In fact, it is so exceptional in size, con- 
tent and originality of format that you should 
know about it now, so that you will be ready to 
make use of its services when it reaches you. 

Besides a year of research and planning, this 
issue represents an investment of well over 
$100,000. What benefits can you and your busi- 
ness expect to get out of it? That will depend 
upon your general knowledge of its make-up. A 
tremendous amount of information is in the book. 


The speed with which you find what you want 
depends upon your knowledge of how to use it. 

So, when your Directory Issue comes do not 
treat its arrival as you might that of a new tele- 
phone book. True, it will be of about the same 
weight and size as a thick telephone directory 
(it will weigh over 3 pounds) but the similarity 
ends at that point. 

Do not wait to examine the book until vou have 
some need for information. Don’t wait until a 
customer is waiting for an answer. Get familiar 
—in advance—with the set-up of the Directory 
Sections of this JC-K issue. 

Besides some 40,000 “where to buy” 
the Directory Issue contains regular editorial 
features on 72 pages! You will certainly want 
to read this material with the same immediate 
attention that you usually give to the editorial 
content of each of the other 12 issues of JC-K. 
There is a plus about these editorial features too. 
Each subject was selected and developed on the 
basis of its reference value; the type of material 
the jeweler will want to have handy during the 
vear. Here is a list of the features: 

Diamonds and the Marriage Boom—F acts 
about the present market for diamond engage- 
ment rings, and prospects for the growth of this 


listings, 


market between now and 1970. 

Retail Price Charts, five pages of easy-to-follow 
tables, showing the consumer cost of jewelry 
store merchandise which is subject to both the 
10 per cent excise tax and to state or local sales 
taxes of 1 per cent, 1.5 per cent, 2 per cent, 2.5 
per cent, 5 per cent, Oo per cent or 4 per cent. 
With these tables, you can instantly find the total 
charge to be made for items priced between $1 
and $100 FTI. 

Jewelry Sales Volume, state by state — with 
map showing sales trends and a table revealing 
each state’s share of the market. 

Directory of Trade Associations—Names and 
addresses of officers of some 215 national, state, 
regional and local organizations of the jewelry 
and watchmaking industries. 

Rules to Live By—The complete text of the 22 
Trade Practice Rules for the Jewelry Industry, 
as issued by the Federal Trade Commission. 

Reading for Profit—lIllustrations and descrip- 
tions of 83 books selected by the JC-K editorial 
staff for their value to jewelers and watchmakers. 

Directory of Trade Schools—A verified list of 
37 schools teaching chronograph repair; diamond 
setting; electroplating; engraving; gemology; 
jewelry design, making and repair; stone set- 
ting; and watchmaking. 

Active Flatware Patterns—16 pages illustrat- 
ing 257 current patterns in sterling silver, 35 in 
silver-plate and 115 in stainless steel. Each pat- 
tern is identified by name and manufacturer. 





The Directory listings themselves are very 
simple to use. What you may wish to do first is to 
fan through the issue’s 580 pages. As you do so, 
vour finger-tips will tell you that the book con- 
sists of five sections; heavy-stock cut-back in- 
serts cause the book to “‘flip’’ open to the begin- 
ning of each section. 


Merchandise Listings 


The Merchandise Section, largest of the five 
parts of the Directory, contains where-to-buy-it 
information for 454 product classifications, ar- 
ranged in alphabetical order. This is by far the 
largest number of classifications ever contained 
in a jewelry industry directory. In addition, this 
section has 508 cross-references to speed the user 
in the location of the information he seeks. 

‘or example, suppose you were thinking about 
expanding your selection of charms, in order to 
increase your store’s appeal to teenagers. You 
look under “C” and find the cross-reference word 
“Charms,” and directions to “See Jewelry. 
Charms.” 

(Scores of different types of jewelry are listed, 
each with its own heading, under the general 
heading Jewelry. Similarly, toasters are listed 
under “Appliances—Toasters,” electric calendar 
clocks under “Clocks—Electric, Calendar,” and 
sterling silver flatware under “Wares, Sterling, 
Klatware.’’) 

Turning, now, to “Jewelry, Charms,” you will 
find not merely one where-to-buy list but four 
such lists. These are the headings for charms of 
various material: 

Jewelry, Charms, Gold Filled, followed by the 
names of 100 suppliers of such charms. 

Jewelry, Charms, Gold Plated, with the names 
of 84 companies. 

Jewelry, Charms, Karat Gold, and the names 
of 268 concerns. 

af welry, Charms, Sterling, followed by the 
names of 139 concerns who within the past few 
months advised JC-K of their interest in supply- 
ing such merchandise. 

Practically every product that a jewelry store 
might be asked for is listed in the Merchandise 
Section, together with suppliers of that product. 
kor instance, nine sources are shown for silver- 
plated pill boxes, 49 for sterling silver baby-ware, 
30 for sterling candle snuffers, 11 for sterling 
silver cocktail picks, and 21 for Braille watches. 
Name any jewelry store item and you’re almost 
sure to find sources for it here—even sculptured 
ivory or hour glasses! 

The alphabetical arrangement of all these mer- 
chandise classifications will speed your search for 
information. Equally convenient is the way in 
which the manufacturers and importers of the 


various products are listed. Suppliers are grouped 


A get-acquainted look. The 580-page Directory Issue 
opens easily at five main sections. Cut-back, hea\ Vv 
weight inserts guide you to the start of each section. 


alphabetically by firm name—vnot geographically. 

Glancing over a list of sources of a product, 
you may be pleasantly surprised to discover that 
one of your regular suppliers makes it. At any 
rate, you will usually have a choice of several 
sources; and, even if you are on one Coast and 
the supplier is on the other Coast, you can order 
and expect delivery within a matter of hours, if 
you need it that rapidly. Constant improvement 
in communication has changed our nation into a 
single marketplace; no supplier is far removed 
from any seller, thanks to the telephone and jet- 
age shipping facilities. 

The alphabetical, non-geographical listing of 
merchandise sources takes these changes into 
account. It represents another up-to-date idea in 
jewelry publishing which this book incorporates 
for vour convenience and profit. 


Hundreds of classifications. Each kind of item appears 
alphabetically in the Merchandise Section. Sources for 
an item follow in A, B, C order under each product listing. 





Services & Supplies Section 

“Accounting Systems” is the first listing in this 
section and “Wrapping Paper, Gift” is the last. 
In between are 159 other categories of services 
and supplies offered to the retail jeweler. This 
section tells where to buy nearly every kind of 
service or supply which a jeweler might need to 
run his store or serve a customer. 

[If you are searching for advertising flags and 
banners, vou will find sources here. Perhaps you 
want heraldic research or a designer of coats-of- 
arms, a specialist in music box repair, or an ear- 
ring-matching service. Perhaps you'll need rep- 
licas of famous diamonds someday, or a customer 
will ask for a perspiration-protector for his wrist 
watch. Consult this section. 
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Addresses & phone numbers. The Yellow Section tells 
how to contact any of the 6.000 firms which are listed 


aS suppliers. It also shows their type of operation. 


Scores upon scores of services are listed alpha- 
betically—and names of suppliers for each ser- 
vice are also listed alphabetically. 

A thorough system of cross-references will 
speed vour use of this section. For instance, if 
you wanted an advertising mat service vou would 
find a cross-reference so listed under “M.” It 
would direct you to see “Advertising, Mat Ser- 
vices.’ The section has 191 such cross-references. 


Yellow Section 

If you wish to write or telephone to any source 
of supply listed in the Directory, you will find 
the street and city address and phone number in 
the 64-page Yellow Section. Six thousand names 
are listed alphabetically here. If a company has 
branch offices, the address and phone number for 
each branch are also shown. 


As an added convenience, each company is 
identified as a manufacturer, manufacturer’s rep- 
resentative or importer. The listings also describe 
the markets to which each company sells. “Mfr. 
to Mfr.” indicates a manufacturer which sells to 
other manufacturers; “Mfr. to Whl.”’ indicates a 
manufacturer which sells to wholesalers; “Imp. 
to Ret.” indicates an importer who sells to retail- 
ers, to mention a few of these designations. 

Wholesalers are listed in a separate division 
of the Yellow Section, according to state, city and 
firm name. Besides addresses and telephone num- 
bers for main and branch offices, the wholesaler 
listings indicate: 

(1) The wholesaler’s type of business. The 
abbreviation (Genl) means a general line. Vari- 
ous specialty wholesalers are indicated by other 
abbreviations, such as (Mtrls) for materials, 
(Cost Jlry) for costume jewelry, ete. 

(2) The area or the states which the whole- 
saler serves. 


Description of Items 

Advertisements in any issue of JC-K deserve -- 
and get—attention from most readers. The Di- 
rectory Issue is especially worthy of careful study 
because it contains advertising messages from 
647 suppliers. 

A buff-colored section near the front of the 
issue, lists all goods and services which are pic- 
tured or described in these advertisements. 


Manufacturers’ Suppliers 

JC-K has always recognized its responsibility 
to all divisions of the industry—not only retail- 
ing but also wholesaling, importing and manu- 
facturing. Accordingly, the Directory Issue has 
been planned to help the entire industry with 
where-to-buy information. Manufacturers’ buy- 
ing needs are served in a separate Manufactur- 
ers’ Suppliers Section, which has 244 categories 
of services and supplies and 236 cross-references, 
all in A, B, C sequence. 

This section, too, is fully detailed. The subject, 
‘Boxes,’ for example, has a number of separate 
headings such as “Boxes, Mailing,” “Boxes, Met- 
al,” “‘Boxes, Paper,” “Boxes, Plastic,” and the 
like. 


Summing up, the entire JC-K family is proud 
of the Directory Issue. We hope and be lieve that 
you will consult it upon a multitude of occasions. 

Kuramine it carefully when ut arrives. Get to 
know, in a general way, the scope of its contents 
—and the ease with which sources may be found 
for almost any product or service. Show your 
department managers and sales people how it 


works. And then use it—ofte i, aaa 














Silhouette cut-outs give 
a romantic suggestion 
to the background of 
this display. A few dec- 
orative stars such as 
used at Christmas 
might be suspended 
from the ceiling. The 
rings are shown on tall 
cone - shaped units 
grouped on circular 
pads on the floor. A 
black and white color 
scheme would be dra- 
matic, but if color is 
preferred, the silhouette 
heads can be cut from 
colored paper or card 
board. The cone-shaped 
units can be made from 
light cardboard, cov- 
ered in fabric, but will 
probably need to be 
weighted at the bottom 
with lead (fishing 
weights are good) 


: By VIRGINIA DIXON 
These Windows se BY Nimamsn Dio 


Display Your Diamond Knowledge 


Paper cut-out or paper 
sculpture (or three-di- 
mensional if you have 
them) Cupids bear copy 
panels emphasizing 
quality characteristics 
of diamonds against 
the background of this 
display. A larger copy 
card is placed on the 
window floor to the 
right with another Cu- 
pid asking, ‘‘What ques- 
tions do you have about 
your purchase of a Dia- 
mond?’’ The copy mes- 
sage should include an 
invitation to come in 
the store for any infor- 
mation not made clear 
by the window display. 
Rings are displayed 
either in boxes or dis- 
play pads on circular el- 
evations. 




















The art of cutting dia- 
monds is dramatically 
shown in this display 
using the series of 
model gems from Fred 
Frankel & Sons of New 
York City shown on 
page 71 of J C-K’s April 
issue. An enlargement 
of a diamond mining or 
cutting picture is sug- 
gested for the  back- 
ground. Suggestions for 
obtaining such pictures 
were included in the 
same _ article. A_ dia- 
mond or diamond ring 
under a magnifying 
glass might also be in- 
cluded in the display as 
well as a photograph of 
a young lady admiring 
her diamond. The mod- 
els are shown on grad- 
uated elevations with 
small explanatory card. 


® SINCE CURRENT STATISTICS show that 80 per cent 
of girls becoming engaged today receive a dla- 
mond ring, it would seem that the promotion prob- 
lem for the individual jeweler is not one of selling 
diamonds, but of selling himself. The engage- 
ment diamond probably has more sentimental 
value to its owner than any other possession she 


has, but its purchase is not a matter of sentiment, 
but of careful consideration, trust and confidence 


in the seller. 
Our window displays of wedding and engage- 


A bridal figure on a 
fluted pedestal! holds 
the center of the stage 
in this display. Wire 
rings twisted with arti- 
ficial flowers are sus- 
pended from the win- 
dow ceiling and dia- 
monds are displayed on 
slender columnar eleva- 
tions on the window 
floor. The diamond pat- 
terned floor is made by 
placing squares of 
white cardboard, corner 
to corner, on top of a 
black or dark blue floor- 
ing. The white cards are 
used as copy panels to 
describe quality § char- 
acteristics of diamonds. 
A paper ribbon scroll 
reads, “Do you know 
these facts about dia- 
monds?”’ 








ment rings can reflect the friendly interest, the 
desire to render service, the integrity and the 
knowledge of diamond merchandise, which a pros- 
pective customer demands from the merchant 
from whom he intends to make this most impor- 
tant purchase. Tell as much of the story of dia- 
monds in your window as you can and invite the 
customer into the store for further inquiry. Make 
your window a gay and friendly invitation to 
learn as much about diamonds as any prospective 
purchaser would want to know. Ease 





Ups and Downs 
of Credit Selling 
Also Fit 

Credit-Card 


Operators 


By WILLIAM WAGNFR 


Instalme nt Cre dit Consultant 


@® ENOUGH WATER and money, too, have gone over 
the dam to raise doubts about the soundness and 
the practicality of the usage of credit cards un- 
limited in the consumer market. As one banker 
spokesman said recently, “There are bugs in all 
credit-card plans, and the smart boys moved fast 
in getting around to eating high on the hog.”’ 

Although financial losses stemming from the 
use and misuse of credit cards already have sup- 
plied a eonsiderable volume of newspaper copy, 
attention has not yet been focused on how and 
where—at the financing level, the merchandising 
level or the consuming level—these bad-debt 
losses will be absorbed. That may well become 
the multi-million-dollar question of the promised, 
or threatened, era of universal credit-card buy- 
ing. 


Credit Can Prove Costly 

Experienced credit jewelers undoubtedly could 
have given the credit-card tyros a lot of valuable 
information on extending credit and making col- 
lections. According to recently published reports, 
international and nation-wide operations in the 
credit-card field have been cxperiencing increases 


50 


in bad-debt losses. However, their figures still 
amount only to fractions of 1 per cent of volume. 
An official of the Diners’ Club has been quoted 
as saying, “Anything over 1 per cent would be 
dangerous.” 

Bad-debt percentages represent the actual 
write-offs of uncollectible indebtedness, and do 
not include expenditures for such things as check- 
ing credit, attempting to collect, and related op 
erational procedures. 

From the standpoint of years of experience 
with installment selling, credit jewelers rank as 
pioneers in the field of consumer credit. Notwith- 
standing this, the jewelry trade does not have 
dependable average percentage figures on either 
had-debt losses or credit-department operational 
costs. 

About three years ago, a number of successful 
credit jewelers were astounded when their ac- 
countants came up with figures which indicated 
that expenses properly chargeable to credit-de- 
partment operation amounted to as much as 17 
per cent of total dollar sales volume. The per- 
centage figure accepted generally up to that time 


( ple ase turn to page 60) 

















to promote your diamonds 


DIAMOND 
SHELLING TLDEAS- 
3 KFREE BOOKLETS 


for you and your sales staff 





sell 
Diamonds 





to 





by 
Gladys Babson Hannaford 





ideas for selling diamonds to women 


Gladys Babson Hannaford’s latest 
“how-to” booklet gives you ideas 
for selling and promoting your dia- 
monds to (and for} women of ever, 
age. It points out how women buy. 
outlines selling appeals that will 
help you and your salespeople take 
advantage of the increasing oppor- 
tunities for diamond sales to women. 











bigger 
sales of 





bigger 
Diamonds 


by 
Gladys Bobson Honnaford 





Ideas for building diamond gift sales 


This practical, “how-to-sell” book- 
let outlines your market, your pros- 
pects, your best sales approaches. 
Written by Gladys Babson Hanna- 
ford, noted lecturer and authority 
on diamonds, it points up the big 
Oppo! tunities for sales of bigger 
diamonds... for anniversaries. 
davs of birth. other oift occasions. 





more 
dollars 








from 
Diamonds 


by 
Gladys Babson Hannaford 








ideas for better diamond salesmanship 


\n informative sales manual for 
Your salespeople. It discusses why 
people buy diamonds, outlines 
questions customers have in mind 
when they come in to buy, and pre- 
sents interesting facts that make it 
easier to talk about, and sell. dia- 
monds. Useful diamond-selling 
charts are included in this booklet. 


DE BEERS CONSOLIDATED MINES, LTD. 


Diamond Promotion Dept., THE REUBEN H. DONNELLEY CORP., 230 East Sandford Blvd., Mt. Vernon, N. Y. 


Gentlemen: Please send me copies of “Sell Diamonds to Women” 


copies of “Bigger Sales of Bigger Diamonds” 


copies of “More Dollars from Diamonds” 


Name 


Address City State . 





2?-Carat Diamonds 


Can Se 


themselves 


Showing big stones makes customers 


for big stones, and with two-carat 


demonstrations and other ideas, this 


jeweler has improved has “store ymage- 


and more than tripled his former volume 


® SOMETIMES THE OBVIOUS lies unobserved 
until someone comes along and nudges our 
elbow. 

In the crucial matter of selling diamonds 
such a nudge has come from Joseph Ira Lee 
of Johnson’s, in Raleigh, N. C. 

No jewelry sale is more important to Lee 
than that of a diamond. “Once a customer 
has been satisfactorily sold and is pleased 
with the purchase,” he points out, “other 
jewelry items that he or she needs are much 
more easily sold.” 

Keystone in the arch of Lee’s diamond 
selling technique is so simple one would think 
it would be obvious to many jewelers. 

But it isn’t. So we'll unveil Lee’s “secret 
weapon.” 

Lee shows diamonds: To service clubs, so- 
cial organizations, to any individual or group 
whe wants to see diamonds. But they are 
not merely quarter-carat stones. They are 
big, radiant two-carat gems, the size that 
makes matrons’ fingers itch to caress them! 

You can talk about diamonds, write about 


them, fill newspaper advertisements with 
pictures, but there is nothing quite so effec- 
tive as showing the large gems themselves, 
Mr. Lee says. And he never misses a chance 
to let big diamonds work their magic di- 
rectly on potential customers. 

Sales may not immediately follow a show- 
ing, Lee says, but they do have a way of 
trickling in, weeks or years later, as a direct 
result of that showing. 

Once, at a civic club luncheon, Lee dis- 
played a pair of two-carat diamonds, one 
of them much prettier than the other. Within 
a week, a member of the club bought the 
more beautiful one. 

Once, in the store, a woman customer was 
so enthralled with a two-carat gem that she 
actually fainted. The fainting may or may 
not have been due to the beauty of the dia- 
mond, but she purchased the gem. 

Another customer deposited $100 on a 
two-carat diamond — and then made pay- 
ments each month for four years while the 


(please turn to page 59) 
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By MARCE 


Popular in this year’s 
silhouette, the pear 
shape can contribute 
enduring loveliness to 
diamond jewelry. The 
watches and one of the 
rings are pear shaped 
themselves. The large 
diamond in the other ring 
is surrounded by pear- 
shaped diamonds, each of 
which is set in fish- 

tail prongs. The brooch 
contains a pear-shaped 
diamond bordered by 


pear-shapes and rounds. 
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To assist its readers in the design and sale of custom jewelry, JC-K 
presents contemporary ideas on this page each month. These plates 
may be assembled in a folder and shown to any prospect for a special 
order. With these designs, the jeweler can determine what ideas strike 
the customer’s fancy. The plates in this series are the work of mem- 
bers of JC-K’s Creative Designers’ Panel. This month’s stylist is Marcé. 
(See page 58 for a brief summary of Marcé’s background. ) 
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THOUGHTS ON AWI—NORMAN D. LUTH 


(continued from page 44) 
environment in which an individual can prosper 
by his own initiative and by self-betterment. 

When America’s first watchmakers’ organiza- 
tion—a German population group which had 
emigrated to New York to avoid 19th Century 
conscription—was founded, the organizers imme- 
diately introduced four basic benefits with strong 
appeals for the watchmakers who joined. In- 
cluded were a technical program and an employ- 
ment service. 

Every national, state, and guild association of 
watchmakers in the United States has to some 
degree been patterned after the purposes of the 
first association, in effect to create an environ- 
ment in which watchmakers could work as indi- 
viduals to achieve their own highest potentials 
of productivity and economic success. 

Needs of watchmakers in the field of technical 
information have never been as vast as they are 
in 1960. In the competition that now exists be- 
tween hundreds of manufacturers, in a _ tech- 
nology capable of rocketry, the trend toward new 
engineering and design in timepieces is expected 
to increase in the next decade at an increasingly 
rapid pace. 

Where once word of mouth about an industry 
passed slowly, today mass communication media 
can in minutes give large segments of the public 
either correct information or dangerous mis- 
information about watches and watchmakers. 

Powerful government at every level can and 
does pass legislation having mass popularity, but 
lacking a proper respect and sensitivity to what 
may best fulfill the rights of individuals and 
minorities. And believe me, the nation’s 45,000 
working watchmakers are an industrial minority 
in a country that has some 20,000,000 persons 
enrolled in unions and a population of 170,000,- 
000 persons in all walks of life. 

It is in these areas that a watchmaker must 
seek both his security and his best tools for ad- 
vancing himself and his profession, and it is in 
these crucial areas as well as at a highly person- 
alized level of benefits that the American Watch- 
makers Institute must and will find its founda- 
tions at the Chicago chartering convention this 
month. Zee 





AW! Executive Director 


The interim board of directors of 
AW! has named Carl G. Sedan as 
its executive director. Sedan heads 
a Detroit public relations firm at 
10525 Puritan Ave., from which 
AW! will operate. 


Carl G. Sedan 





THOUGHTS ON AWI—RAYMOND F. SOUCIE 
(continued from page 44) 

that he can easily be drowned in a sea of preci- 
sion movements. There are plenty of top watch- 
makers today who do a certain amount of their 
work on the new complicated watches with the 
book right in front of them. Nothing will serve 
them better than a national association which is 
an active clearing house for new technical in- 
formation. 

One problem that is sure to have far-reaching 
effect on practicing watchmakers today is the 
mounting number of watch owners (75,000,000 in 
1959-’60, who are potential customers for watch 
overhauls) in combination with a shortage of 
qualified watchmakers. This shortage is being 
intensified for the ’60s by the closing of two of 
the nation’s finest watchmaking colleges. 

While, at first flush, it might appear that a 
shortage of watchmakers will make the industry 
less competitive for those already employed at the 
bench, the fact is that intensified competition has 
already developed from two sources. One source 
is incompetent watchmakers, who turn out poor 
work rapidly at low repair prices, giving the 
public the impression that all watchmakers 
should be distrusted. The other is the great pin- 
lever boom, which gains added momentum with 
every poor overhaul job turned back to a cus- 
tomer. 


These, indeed, are powerful pressures. They 


give every watchmaker worthy of the name a 
strong reason for affiliating with AWI and for 
taking an active role in formulating the policies 
by which AWI can hope to combat the existing 
evils. 


To meet the major problems confronting the 
watchmaking industry, here are some steps I be- 
lieve AWI will have to take at an early date: 

@ We must help relieve the pressures of big 
government and big taxes. Through AWI, watch- 
makers will stand up and be counted with the 
jewelers’ organizations when tax and legislative 
problems are under discussion. Although it may 
not be feasible at the outset to have a legislative 
committee present at hearings, we can express 
our views with written communications at such 
hearings. And we can as individuals learn to talk 
with our Congressmen and Senators. 

@ We must work out methods for dealing with 
big business procedures that are harmful to our 
well being. AWI can be helpful in this effort, 
but only a large body of individual watchmaker 
members, who know the stake and are willing to 
do a little fighting for it, can put such a program 
across effectively. 

@® We must open wide the dissemination of 
technical bulletins and materials from the fac- 
tories, in order to keep AW! membership abreast 
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(be . The most wanted name in cultured pearls 
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Precious...the cultured pearl that pays off in profits. It's Imperial... the best known, most wanted name 
in cultured pearls. It's Imperial... the pace setter in new exciting jewelry fashions. It’s Imperial... the 
cultured pearl that is constantly publicized and advertised. It's Imperial...with tailored promotions tha 
bring customers into the store. Why not get the facts now from your Imperial representative. 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 
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of all current watch and clock servicing develop- 
ments. 

@ Although no new association of watchmakers 
can expect to buy high-priced television time and 
national magazine space, there is much that can 
be accomplished by the appointment of a moni- 
toring committee and a continuous reporting 
service to members on what has been said and 
what is about to be said nationally on problems 
relating to watchmaking and watch sales. Armed 
with this knowledge, a watchmaker can at least 
instigate and carry through his own local debate 
on issues that are bound to develop. 

® Finally, AWI’s proposed technical informa- 
tion service can be a great aid in helping a watch- 
maker organize his own work efficiently, in the 


enough can be accomplished by organized effort 
to justify the energy expended. It is this, alone, 
which will justify the hopes of a great many 
watchmakers in AWI. Zae 





About This Month’s Stylist 

Marcé, who is the creator of the designs 
which are shown on page 54, studied in 
his youth with Austrian and Italian art- 
ists. They instructed him in jewelry de- 
sign as well as in oil 

painting. 
He broke into the 
jewelry field by plan- 


face of what appears to be a boom market on | we » — ning emblems, school 
watch overhauls; the same technical information ~~ * pins, coats of arms 
can be used to bolster the in-store training of : © and trophies of all 
> = = 7 kinds, and meanwhile 
studied fine art at Cooper Union. During 
a period of 28 years he headed the design 
department of William B. Ogush, Inc., of 
New York, creating distinctive concepts 
for jewelry and watches in gold and plati- 
num. Latterly, he has been in business 
for himself at 2 W. 46th St., New York. 


new watchmakers. 

In this way the AWI seal and insignia can be 
the blaze marks for the public to the kind of 
service they have a right to expect and can get 
from trained and proficient watchmakers. 

While the scope of the problems confronting 
watchmakers today is so great that even a pow- 
erful organization cannot be expected to secure 
100 per cent relief from all the pressures and 100 
per cent of what the members may ideally want, 
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Neiman Marcus. Marquee electrical sign. Available with or without accounts re- int A 
ceivable or inventory. Trained personnel ‘‘ready to go'' under your direction. Hav- fel - 
ing lost my manager after 22 years. and with other concerns. | want to curtail. |! oe 
am sole owner of stores in Abilene, Texas, and Newark and Summit, New Jersey 

and will negotiate promptly and dependably. No reasonable offer will be refused 

Suitable for chain or individual. Cash or credit type operation. 


if 


BUSCH & SONS, 875 Broad St., Newark, N. J. Call Mr. Busch or Mr. 
Sargent MArket 3-2987 or Mr. Alexander at the store in Dallas. 





TWO CARAT DIAMONDS 

(continued from page 52) 

gem remained in the vault. “When she walked 
out of our store wearing that diamond,” says 
Joseph Lee, “it was one of the most important 
moments of her life!” 

Cleaning a customer’s diamond ring is another 
gambit favored by Lee. It is rarely a wasted 
gesture if you let her look at other diamonds 
while you are polishing her own, Lee says. Again 
it is a case of a close-up view of the real McCoy 
being irresistible. “Anything can happen,” Lee 
smiles. “Especially if you have just shown her a 
new two-carat diamond.” 

In its constant quest of diamond sales, John- 
son's recently began succesfully using a profes- 
sional technique as a sales tool. L. Alton Johnson, 
owner of the firm, has mounted diamonds brought 
in by customers for many vears. Today, in line 
with its visual impact program, Johnson’s offers 
to set unmounted diamonds in the presence of 
customers. 

Professionalism also is stressed in the store’s 
advertising, which calls attention to its status as 
a member of the American Gem Society, to its 
Accredited Gem Laboratory and to its gemological 
library. 

Finally, Johnson’s strengthens its position as 
a diamond headquarters with old fashioned (but 


never out of style) courtesy, following up each 
diamond sale with a “‘thank you” card to the pur- 
chaser. 

Johnson’s reputation as a diamond center is a 
conspicuous example of a store’s pulling itself 
up by its bootstraps. Before 1955 the store’s spe- 
cialties were watch and jewelry repairs. In 1954 
its gross income was $56,000. 

In 1955 the firm embarked upon a crash pro- 
gram to increase its volume and enhance its pres- 
tige. It moved into a better location with new 
fixtures, wall-to-wall carpet and a diamond room. 

‘“‘We believed our success or failure would hinge 
on our ability to specialize in diamonds,” Lee says, 
“the engagement diamond being the most impor- 
tant sale that we could realize.” 

Experience justified this belief. “‘The sale of 
sterling silverware, a china service or a strand 
of pearls, often has been the result of a particular 
diamond contact.” For Johnson's “it has proven 
most important to concentrate on the diamond 
sales. If those are properly carried out, other 
gifts are sold merely on a suggestion.” 

This single-minded devotion to boosting dia- 
mond sales trebled Johnson’s gross income— 
from $56,000 in 1954 to $167,000 in 1957. 

For Johnson’s the diamond has been more than 
precious merchandise. It has been the opening 


wedge to better business. Zee 











Originally established 1866 


Kahn- Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Telephone: Clircle 65-4313 
32/34 Holborn Viaduct, London 
Cable Address: ‘““Redlace” New York 














UPS AND DOWNS IN CREDIT SELLING 
(continued tron page 50) 
was from 12 per cent to 14 per cent of dollar 


volume 


Chex sin, 3ig-Ticket Charges 

bas ‘edit-card plans, as well as the big in- 
ternativiai credit-card operations, have found 
it necessary to slash some of the higher limits 
set on the amount of credit that could be ex- 
tended to card holders without up-to-the-minute 
checking. For example, the $500 maximum ap- 
proved for certain types of consumers has been 
cut back to $100. 

Other restrictive measures also have been 
taken to center attention on ways and means to 
detect and eliminate the so-called “bugs” in 
credit-card plans which tempted unscrupulous 
persons who tried fenagling when it first became 
evidence of importance and trustworthiness for 
a consumer to hold a “full house’’ of credit cards. 

The Federal Reserve Board watches consumer 
debt carefully and, at the beginning of May, it 
calculated “credit-card credit at not quite one- 
tenth of 1 per cent of total consumer credit out- 
standing.’ Release of this low figure evoked the 
following comment in a Washington report: 

“If credit cards have aroused any concern in 
Government circles, it is because they are well- 





advertised symbols of off-the-cuff living, rather 
than because there’s any sign that they are being 
used to excess yet.” 


Senate Credit Hearings 

The investigation being conducted by Senator 
Paul Douglas, chairman of a sub-committee of 
the Senate Finance Committee, into the cost of 
consumer credit has been a major factor in stir- 
ring comment on the present volume of consumer 
credit, its cost to consumers in the form of carry- 
ing charges, and the probable effects that the use 
of credit cards instead of money, chattel mort- 
gages and conditional sales contracts may have 
on retail distribution and the cost of living. 
Columnists and commentators have done their 
bit in telling the public all they knew, and some- 
times more, about the cost of credit-card and 
revolving-credit buying. 

If and when the Douglas Bill becomes a subject 
for debate in the Senate, all credit-card plans and 
all methods of installment selling undoubtedly 
will undergo much careful looking, not only by 
the Federal Reserve Board, but by scores of 
public, semi-public and welfare agencies. The 
public then will be almost forced to learn about 
the annual rate of straight interest a consumer 
pays on an unpaid balance under any and all 
forms of installment credit. 


New... 
Smart, Useful... 


‘““POCKET-PAL’’ MONEY CLIP 


with knife and nail file 


by 
“Apoason 


Elegant continental look. Ultra slim. Contrast 01 
mirror and florentine finishes with space for 
personalized engraving. Exclusive ‘‘Spring-lock 
action grips a single bill as firmly as a bundle. 
Stainless steel knife and file. A new, true jewelry 
gift item which belongs in your store! 


12K Gold Filled (7161 CM6) $12.50 
Sterling Silver (7161 CM5) cu es $10.00 


es Key 


Order from any of Anson's 70 authorized distributors 
who sell to retail jewelers only 


: yr 
ANSON. INC., Providence 5, R. | 
, in Canada — Anson, Canada Ltd., Toronto 





In the main, people who buy on credit have not 
shown much concern over interest rates. They 
have been satisfied with the lump-sum disclosure 
of carrying charges now mandatory under a sub- 
stantial number of state laws. 

Charges for consumer credit are by no means 
uniform. Rates fixed by state lawmakers after 
exhaustive studies unquestionably show that it 
costs money to buy on installments. But so does 
every other convenience and service. 


Effects of Credit-Card Plans 

In 1958 and 1959, when every other day 
brought forth an announcement of a new credit- 
card plan, installment-selling merchants became 
somewhat jittery. The spectacular ways in which 
some of the plans were presented to the public 
created a widespread impression that credit-card 
usage already had become universal and had been 
accepted as an American way of life. That, in 
turn, called forth comment to the effect that 
whatever the American public accepts as a way 
of life, the American public regulates. On that 
premise, it was predicted, and quite accurately, 
that consumer credit would become the subject 
for intensified legislative activity. The highly 
controversial Douglas Bill may be only the be- 


ginning of what is in the making. 


While there has been no pronounced public 
demand for control of consumer credit by bring- 
ing back old Regulation W, retail business never- 
theless has been awakened by the support behind 
the Douglas Bill and the specific demand for writ- 
ten disclosure of the straight annual interest rate 
collected on amounts actually owed on installment 
purchases. 

Credit jewelers so far have felt the impact of 
international and bank credit-card plans much 
less than other forms of competition, such as dis- 
count houses and cooperative buying movements 
sponsored by Credit Unions and other types of 
consumer organizations. No comprehensive study 
has been made, or probably will be made, to try 
to ascertain if installment merchants, including 
credit jewelers, have lost sales volume to competi- 
tors who participate in credit-card plans. Limited 
inquiry has failed to find an instance in which 
a credit jeweler would say definitely that even 
one of his customers had been enticed by a bank 
credit card. Zee 

Girls are diamonds’ best friends. Not only 
when they marry but later in life, when hus- 
bands buy them luxury gifts, many of them pieces 
of diamond jewelry. The luxury gift market 
and diamonds’ sizeable slice of it—are discussed 
in the July issue of JC-K. 








Over 40 Years of Service to Leading Jewelers 





Fine Precious Stones 











Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes.. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design. . 


VAY VALE Jou: 


Formerly Robinson & Sverdlik 


610 FIFTH AVENUE, Rockefeller Center 
New York 20, New York 











NEW DISCOVERY 


PLASTIC : 
IN ALL COLORS 
PARCHMENT 


PLAIN or PRINTED 


Mftd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2, NJ. 

















“The Rosary of the Whontl 7 


Catamore Rosaries . . . handsomely crafted of 
precious sterling silver and the finest rosary beads. 
Distinctive . . . beautiful original designs. Sales 


are bound to increase—and profitably. 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R300 Rosary 413 $8.25 
Crystal rosary, with silver 
mesh carrying case. 








STERLING FLATWARE UPSURGE 


(continued from page 41) 


tion of most jewelry store merchandise is destruc- 
tive and eventually self-defeating. By its very 
nature, silverware, with its implications of pres- 
tige, status, pride of possession, preciousness and 
lifetime value, has a stable, lasting quality in the 
mind of the prospective purchaser. 

How, then, can you explain to a woman cus- 
tomer why a sterling flatware pattern can be 
worth 100¢ on the dollar today, 75¢ tomorrow, 
and 100¢ on the dollar again next month? What 
happens when these tactics are pursued is this: 
the consumer recognizes the cut-price as the true 
price and refuses to buy until the next so-called 
sale is announced. 

Meanwhile (and here a bit of basic psychology 
comes into play), doubts begin to crowd into the 
customer’s mind about the desirability of ster- 
ling, its value as a status symbol, and its essen- 
tial role in her life. 


Check your store’s personality 


While not dealing specifically with selling 
sterling, these questions posed in Mr. Hur- 
ley’s talk make a useful check list by which 
any retail jeweler can measure his business 
“nersonality.” 

1. Take stock of your position as a mer- 
chant in the community. 

2. Do you carry adequate selections? Or 
do you expect the manufacturer to do so? 

3. Do you make people want to shop in 
your establishment because it is bright, pleas- 
ant and friendly? Or do you suffer from 
“threshold resistance” ? 

4. Is yours the store where people expect! 
to find the new things, the good things, the 
quality things? Does the label on your box, 
the style of your gift wrapping, add some- 
thing special to the gifts? Are people proud 
of your name? And are you? 

5. Do you see that your salespeople are 
properly trained? A lifetime customer rela- 
tionship can be started by contact with an 
intelligent, friendly, and interested sales per- 
son. 

6. Do you ever hold store meetings? Do 
you tell your salespeople all you know about 
the merchandise you buy? And do you try 
to know more about it yourself? 

7. Do you keep sales-building data—wed- 
ding and anniversary records, ete.—and do 
you follow up on them persistently and thor- 
oughly ? 

8. Does your participation in community 
activities reflect credit on your store, and 
make people think naturally that yours is the 
place to go for that “extra special” gift? 





Who knows how many people have refused to 
buy sterling because its prestige has been so 
badly damaged by the price promotions of recent 
vears—people who would have bought sterling if 
they had felt they could rely on its unchanging 
value, stability and integrity in pricing? 

On the other hand, we believe that construc- 
tive promotion of the product sterling will pay 
off handsomely for the aggressive retailer. Such 
promotion calls for real creative, imaginative 
salesmanship by the jeweler. 

Anyone can give goods away. That does not 
require much salesmanship nor produce much 
profit. The retailer who does well is the one who 
develops a good, loyal clientele, people who will 
rely upon him, who have faith in his prices, who 
go to him because he inspires confidence, and 
who know that the purchases made this week 
from his store will represent just as much value 
next week and next year as the day they were 
bought. 

Remember that as a retail jeweler you don’t 
just sell “‘goods’’; you sell the good from goods. 
You don’t sell a set of sterling silver flatware: 
you provide the vision of a well-set table, with 
the hostess smiling confidently when her husband 
brings the boss home to dinner. You don't sell a 
silver tea set; you sell the keynote of a well- 
appointed home, a mark of status and tradition. 


I have tried to answer a few questions in re- 
gard to sterling. The retail jeweler in turn should 
ask, and answer, this question: Shall I build my 
store on the basis of quality, prestige and perma- 
nent progress—and resultant profits—or shall I 
vield to the siren call of price promotion? The 
jewelers who will be doing the big business in 
1965 and beyond—who will be getting the 35 per 
cent increase and more above the present levels— 
will be those who plan constructively now. SH& 


LDEAS 


THAT PAY 


@ Spring cleaning: Round about forsythia 
time John Straub, owner of Straub Jewelers 
in Bellville, Ill., began to ponder the sales 
potential of Father’s Day and graduations 
two months ahead. 

His inventory was high, much of it in 
“naturals” for pops and graduates. But he 
also had his share of sleepers. 

On a suggestion from Mrs. Straub he de- 

(continued on following page) 





Knights of 
Columbus 


RINGS 


3rd and 4th Degree 


An unusually complete 


assortment — handsome 
K of C rings in 14K and 
10K yellow gold, some 
with diamonds. The il- 
lustration shows just a 
small part of the exten- 
sive Wefferling, Berry 
line. 


\Wreerrertine Beery & CO. 


ME™MBSBER AMERICAN GEeM 
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THE NAME THAT MEANS 


Sine Emblematic Jewelry 


S&S ROSE STREET, NEWARK 8, N. J. 























CASH for your 





Surplus Silver, Diamonds and Jewelry 


of your sterling 
arge or small— 
new or used. 


offer. Our 
niled same 


held intact awaiting your 


: ‘ 
-eotance or reiection 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


mC 
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Is—any size anda 
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antiaue and modern 


Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 


& Son 


Memphis Jewelers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE 




















There is a dependable Racine 
model for every chronograph 
requirement —for sports, 
industry, science, broadcasting 
— wherever timing perfection 
to the fraction of a second is 
required. Featuring worl 
famed Gallet movements. 


Write for lotest Racine 
Chronograph folder P. 


JULES 


j ia 


dG 1011-1 Mi lasl-Mad-lorelaeiiare 


GALLET “FLIGHT OFFICER” 
CHRONOGRAPH NO.953 


Equipped with stainless steel 
case. Radium dial. First quality, 
13 ligne, 17-jewel movement 
with double push action. Water 
resistant. Featuring two novel 
advantages: 

(a)Hour Control (b) World Time 


v 


RACINE « company inc. 
late jar iine Mieke rb. ‘a 


, 


20 WEST 47th STREET, NEW YORK 36 


IDEAS THAT PAY 
(continued ) 


cided to clean house. In doing so he cleaned 
up. 

Early in April he launched extensive adver- 
tising and promotion of a “Spring House 
Cleaning Sale,” advising customers to “Buy 
Now for Graduation and Father’s Day” to 
save money. 

Painless payments played a big part in the 
success of Straub’s “spring cleaning.” He 
explains, “‘We dusted off our layaway equip- 
ment which hadn’t been used since the previous 
winter and set up a variety of layaway terms 
tailored to the individual customer. In this 
way we were able to sell more expensive gifts 
for both graduation and Father’s Day and to 
clear out a lot of slow movers.” 

In three weeks all the sales items were 
snapped up, and the store realized a consider 
able volume in un-advertised 

End result of jeweler Straub’s foresight: 
a sharp increase in Father’s Day and gradua- 


tion gifts over the preceding year. 


@ Bullet vs. buckshot: Some men put thei 
women on a pedestal. Ed Timble of Holiday 
Jewelers, Boulder, Colo., prefers to reserve the 
pedestal for fine merchandise. 

Pedestal in question is rough concrete with 
a display case on top, just inside Timble 
store. 

Timble uses it to display 
believing it to be far more 


displays. Only top quality items get the ped- 
estal treatment—dquality watches, a platinum 
cigaret case, etc. accompanied by a single 
“prop,” such as the rose in the picture. 

Timble boosted sales of fine watches 13 a 
month using the pedestal display, is convinced 
that “one at a time” displays work well for 
other quality merchandise. 





‘“Fairfax’—an introductory pattern in new 


English translucent china shows stylized gold 
floral garland inside of rice rim, banded in 
gold; 5-pc. setting retails for $14.95. From 
Doulton & Co., Inc., 11 E. 26th St., New York. 





Gray cutting with gold band (Sunglow) or 
platinum band (Moonglow) appears on stem- 
ware retailing at $4.25 each for the gold, $4 
each for the platinum. Recently introduced by 
the Fostoria Glass Co., of Moundsville, W. Va. 


New silverplated 50-cup coffee urn from the 
Webster Wilcox Division of International Silver 
Co., Meriden, Conn. Suitable for clubs or other 
groups where large capacity is of importance. 
Retail $150, including the tax. 
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Spode “Fortuna” earthenware jugs with sage 
green background and white embossed hunting 
scenes; in three sizes—1-qt., $5.60 retail; 3-pts.., 
$6.30; 2-qt., $7. Sold by Copeland & Thompson, 


Inc., 206 Fifth Ave... New York. 





“Orion,” “Polaris,” and “Saturn’’—new addl- 
tions to the Constellation series of pepper mills; 
18” size retails at $19.95: 12” size. $19.95 for 
set; 5” size, $8.95 for set. From George 5S. 


Thompson Corp., South Pasadena, Cal. 


“Seville” pattern in Lenoxware is abstract 
border in brown and beige touched with bur- 
nished gold; complete service for eight may 
be retailed for $39.95. Manufactured by Lenox 
Plastics, Inc., 4417 Oleatha Ave., St. Louis. 











al You sell the cream of the 
consumers. And we are deeply 
impressed with your influence 
among merchandisers. As I shop 
leading retailers I find House 
Beautiful on their desks...and 
displays from House Beautiful 


on their floors. oe 


So speaks Sales Manager W. L. Smith of 
THE TAYLOR, SMITH & TAYLOR CO. 








citing one of the reasons* for his com- 
pany’s impressive gains in the face of a 
difficult industry situation. To learn why 





the pace setters of industry invest so | 
heavily in the Pace Setter among qual- : . 

ity home magazines, ask your House | j es 
Beautiful man today. 


*“Distinctive modern styling; Sells Both Sides of the Counter 


heauliful 


One of 13 Hearst Key Market Magazines 


colorful, attractive, enduring pat- 


terns; highly mechanized, low- 


cost production; selective distri- 
bution and national advertising 
in full color backed by a fine co- 
operative advertising program.” 


572 MADISON AVENUI NEW 
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‘lable 


Fleurettes, leaves and a border done in two 
shades of delphinium blue make up this “Del- 
phine” pattern in Franconia china from Bava- 
ria; 5-pe. setting, $13 retail. From Herman C. 
Kupper, Inc., 39 W. 23rd St., New York. 


Christmas plate by Bing & Grondahl, of Co- 
penhagen, is 7” wide, decorated with Danish 
winter church scene done in blue and white; it 
may be retailed for $9. From D. Stanley Cor- 
coran, Inc., 7 West 30 St., New York. 


Ceramic baskets of fruit in natural size and 
colors include 74%” strawberry basket (left) to 
retail for $20; 10” cherry basket to be retailed 
for $25. They are exclusive designs by Mot- 
tahedeh, 225 5th Ave., New York. 


p fashions 


“Sea Hawk,” porcelain sculpture by Lorenz 
Hutschenreuther of Bavaria, is 18” high, 24” 
wide; hand-painted; retail $300. From Paul A. 
Straub & Co., Inc., 19 E. 26th St., New York. 


“Happy Talk” pattern in Franciscan white- 
stone ware features smoky gray leaves with 
tiny black-centered pink flowers; the 16-pc. 
starter set, $12.95 retail. From Gladding, Mc- 
Bean & Co., 1601 Los Feliz Blvd., Los Angeles. 


In “Lifetime” melamine dinnerware, this is 
the new “Regent” pattern with the rim in a soft 
tone, stylized floral center; the 45-pc. set retails 
for $49.95. Manufactured by Watertown Mfg. 
Co., Watertown, Conn. 





variety 


THE FP FINE ENGLISH 


DINNERWARE “American Bird” Plates — 
along with jugs, tier trays, joke cups and minia- 
tures —- are as typical of Spode as its famous 
obbelelame-lae 


wholesale distributors: COPELAND & THOMPSON. INC. 206 FIFTH AVE..N.¥.10.N.¥ 








FRANCONIA CHINA 


One of Europe's Finest 


FRANCONIA ROSE 


A RECENTLY ADDED DINNERWARE PATTERN— 
NATIONALLY ADVERTISED IN MODERN BRIDE 
MID-SUMMER 1960 AND SEVENTEEN SEPTEMBER 
1960. 

An enduringly beautiful pattern on a classic shape. 
One realistic pink rose with green leaves on a field 
of pure white, translucent china, outlined in Gold 5-pe 
Place Setting, $11.95 retail (slightly higher South & 
West). 


Leaflet listing open stock items and prices available upon request. 


HERMAN C KUPPER, INC., 39-41 W. 23rd St.. New York 10, W. Y. 








Dinnerware, Glassware and Gifts 





By MADELINE LOVE 
JC-K Gifts Editor 


Promote Tableware Now 
For Newlv Marrieds 


® THERE WAS A TIME when the jeweler—and 
other merchants, too, of course—could count on 
a concentration of bridal business at this time of 
vear. Every girl, apparently, felt that her mar- 
riage just wasn’t quite legal unless it was 
solemnized in June. Consequently, the selection 
of things for the new home, either in the form 
of wedding gifts or self-bought, was fairly well 
limited to the spring months. 

That is no longer true, as we all know. Wed- 
dings nowadays are widely scattered throughout 
the year. Almost every month is a potential 
“bridal season,” and no jewelry store, with its 
wealth of bridal merchandise, can afford to relax 
its campaign for this business. 

Nevertheless, June still has a slight edge on 
other months as a time for weddings, enough to 
encourage many stores to develop special bridal! 
promotions. Even now, with June on the door- 
step, it is not too late to arrange something of 
the sort. For a recent survey showed that a sur- 
prisingly large percentage of girls select their 
tableware after they are married. The two 
months before the wedding and the month suc- 
ceeding it checked out as the period during which 
most brides decide on brand and pattern in all 
three of the tableware elements. 

Most bridal promotions are aimed at bringing 
the girls into the store where they are welcomed 
and exposed to the charm of fine china, glass and 
silver. For instance, Plummer’s in New York, 
which specializes in this merchandise, just staged 
its seventh hope chest party for brides and 
brides-to-be. A portion of the store was trans- 
formed into a spring garden and here were ex- 
hibited displays including three table settings— 
the wedding reception (pictured on page 70), the 
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BEST BALANCED LINE IN FINE 


Balanced Designs. 36 current patterns include designs 
for every possible type home. TRADITIONAL: Lavinia, 
Dorchester, Blue Sprays. TRANSITIONAL: Chantilly, Blue 
Medallion, Bridal Wreath. MODERN: Celeste, Snow. 


Balanced Price Structure. Popular patterns range in price 
from $12.75 to $49.50 for a 5-piece place setting—with 
20 patterns in the $19.75 to $24.75 group. For your 
special customers, the Grand Manor Collection offers 11 
patterns ranging from $39.50 to $94.50. 


Balanced Advertising. One of the reasons that Royal 
Worcester is the fastest growing line of fine English bone 
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CHINA! 


china is the advertising behind it. Again in 1960, a 3-page 
advertisement in Bride’s Magazine makes history. A bal- 
anced campaign continues this year in House Beautiful 
and Living for Young Homemakers to reach the estab- 
lished homemaker as well as the bridal market. 





See the Royal Worcester representative at the Atlanta 
Los Angeles, Chicago and Dallas shows. Or write 
for information regarding this profitable franchise 











ROYAL WORCESTER OF ENGLAND « FINE BONE CHINA 
11 East 26th Street, New York or 13 Elm Street, Toronto, Canada 





bridesmaids’ party, and the groom’s bachelor 
dinner. 

This table was covered with white appliqued 
organdie and set with Crown Staffordshire china 


in the “‘Daisy”’ pattern; Reed & Barton’s English 
Antique teaspoons; silver tea urn and wine cool- 
er, and a decoration consisting of daisies and 
other spring flowers. 

Presiding as host at the party was Plummer’s 
recently elected president, John H. Cuthbertson. 
Mr. Cuthbertson has served as vice president and 
director of merchandising since 1948 and he will 
continue his direction of the store’s merchandis- 
ing policies. His father, Frederick J. Cuthbert- 
son, who has been president since 1934, has been 
elected chairman of the board. 


Thousand Windows Bowl... designed by Simon Gate 


VERY JEWELER who carries china and glass 
E will be interested to learn that the George 
Little Management has decided to resume its 
summer tableware show. It will be known as the 
New York China and Glass Show and will be 
held July 17 to 22 in the Hotel New Yorker. Last 
month in this space we announced that no such 
show would be held and that, instead, a group of 
exhibitors planned to conduct a “showroom 
show.” Since then, the Little concern has found 
interest in a formal show to be increasing—hence 
the change in plans. The showroom exhibit has 
been cancelled. 

Exhibit spaces at the show are all air condi- 
tioned. And the hotel, which came under new 
ownership last fall, has also completed air condi- 
tioning in over 1,000 sleeping rooms. The show 
management has arranged to have first call on 
these rooms at a guaranteed rate, with all reser- 
vations for them to be made through the offices 
of George Little Management, 220 Fifth Ave., 
New York. 


Seong AND CO., New York, put on display 
in late April a “Fantasy in Ceramics,” table 
settings decorated with figurine sets in highly 
glazed ceramic created by Italian sculptor, An- 
drea Spadini. Tiffany commissioned ten different 
groups, each composed of animal or human fig- 


ORREFORS 
Cyryslie 


Your display of Orrefors Crystal gives your 
store distinction, creates confidence in you. 
Stemware, decorator pieces and art forms 
in a wide price range available for immedi- 
ate delivery. Advertised in the New Yorker, 
House & Garden, House Beautiful, Bride's 
Magazine. 


U.S.A. Representative 


FISHER, BRUCE &CO. 


221 Market Street, Philadelphia 6, Pa. 
1107 Broadway, New York 10, N_Y. 


When in New York for the China and Glass Show, July 17-22, 
be sure to visit our air-conditioned Orrefors Showroom at 1107 Broadway. 
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ures in animated movement. They are molded 
by the sculptor’s own hands and each piece is 
unique and will not be duplicated. The figures 
and accompanying pieces, averaging 11” in height, 
present many different possibilities for table dec- 
oration to use in conjunction with a table setting’s 
traditional accessories. 


ILLIAM EGAN, Governor of Alaska, has 

bought a service for 48 in this china made 
by Syracuse and bearing the seal of the State of 
Alaska together with sketches indicating the 
products and resources of the new state. This 
specially designed pattern has a gold etched 
border and seal is reproduced in gold. It will be 
used in the Governor’s House at Juneau. 


U NIVERSAL POTTERIES, earthenware dinnerware 
manufacturers of Cambridge, Ohio, are 
liquidating their dinnerware division, the move 
to be completed some time in September. Many 
different factors are behind the decision to go out 
of business, which represents the latest in a 
lengthy series of closings and reorganizations in 
the American dinnerware field. Nothing is 
known, at this time, of the ultimate disposal of 
the firm’s inventory, molds and factories. One 
division, however, the Oxford Ceramic Tile, will 
be continued. 


B ews JUNGE has been named president of the 


Peter Breck Corp., of Chicago, a new firm 
specializing in imports from Finland. Mr. Junge 
resigned April 1 as sales manager of Frederik 
Lunning, Ine. Twenty years ago, Mr. Junge 
founded the Finland Ceramics and Glass Corp.., 
serving as its manager and later acting in the 
Same capacity to its successor, Waertsila Corp. 
This firm merged with Lunning in 1957. The 
Breck corporation has opened New York show- 
rooms at Room 606, 225 Fifth Ave., exhibiting 
its lines of china, glass, stainless steel, enamel- 
ware, contemporary jewelry, textiles and sterling 
hollowware. 





ORIGINAL OF YOUR 
, Q SOA customers 
CS HAVE OLD WATCHES! 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME 22" 


@® NATIONALLY ADVERTISED ® PROVEN SALES 


Everlasting, break-resistant crystal clear 
dome with base in choice of ebony, ma- 
hogany or bionde polished hardwood. 
Makes sentiment practical . . . an heirloom 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding ... 
create extra repair jobs.) 
AVAILABLE AT YOUR JOBBERS OR WRITE $4.00 
BEATTY MFG. (O., 7424 Santa Monica Bivd.., Hollywood 46, Calif. KEYSTONE 











PACIHC 


SILVERCLOTH 


Gold...money... profits! Call it what you will, 
you’ll strike it rich when you sell Pacific Silver- 
cloth! # Customers are pre-sold by Pacific’s na- 
tional advertising. They know Pacific is the only 
silvercloth that provides positive protection 
against tarnishing. You see, tiny particles of sil- 
ver are embedded in Pacific Silvercloth to trap 
the gases that dull precious silver. So tarnishing 
just can’t happen! # Wrap up extra profits with 
each silver sale. Promote Pacific Silvercloth in 
wraps, rolls, bags, chests and by-the-yard. And 
use it to keep the silver in your store gleaming, too! 














SILVER SAFE 
BY REEVE & MITCHELL 


" a 7 t ia /PAGIFIC® INDUSTRIAL FABRICS 


SONS, Inc. © 1430 Broadway, New York 18, N.Y. 
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Briet ly 


CHANCES FOR REPEAL OF THE EXCISE TAX THIS YEAR ARE SLIM. Some 20 bills are alive 
in Congress to repeal the jewelry excise alone (there are almost 100 bills 
asking repeal of excises on all items, including luggage, furs, toiletries, 
and jewelry), but the House Ways and Means Committee has no apparent plans 
for acting on them. There is little pressure even from Congressmen who 
Sponsored the bills. 





"IT IS HIGH TIME THAT SEGMENTS OF RETAILING BAND TOGETHER in the formulation 
of a rational nationwide program," said the American Retail Federation im- 
patiently at its recent annual meeting in Washington. "We must convince the 
Congress of the inequities, and wipe out the discriminatory federal retail 
Sales taxes." 





THE SUPREME COURT WILL LOOK AT THE SUNDAY BLUE LAWS IN THREE STATES, Maryland, Mass- 
achusetts and Pensylvania; for the first time since 1900 it has agreed to 
pass on their constitutionality. A decision by the high court is expected by 
fall. 


RETAIL JEWELRY STORES' SALES WERE UP THREE PER CENT IN MARCH 1960 over March 1959 
Sales. And March ‘60 sales were seven per cent greater than February '60 
Sales. Department store sales were down one per cent in March 1960 from 
March'59 sales; variety store sales dropped 13 per cent in the like 
comparison. 


THE AMERICAN GEM SOCIETY HAS SET UP TWO TWO-WEEK “REGISTERED JEWELER" CLASSES, one 
in New York Sept. 19-30, the other in Los Angeles July 11-22, to allow 
associate members to win their "KJ" titles quickly. Courses are for AGS 
members only, cost $220, will be conducted by the Gemological Institute of 
America. Candidates must have completed the first 12 assignments of the new 
GIA course on "Colored Stones," or the old GIA course #012. Classes will 
have 15 students each. AGS headquarters: 3142 Wilshire Blvd., Los Angeles. 


IN WHAT MONTHS DO DEPARTMENT STORES SELL MOST OF THEIR "JEWELRY STORE" ITEMS? A 
fresh report by the governors of the Federal Reserve System gives these 
month-by-month breakdowns of sales for six categories of merchandise: 


SILVERWARE AND CLOCKS._Jan., 6.0; Feb., 7.0; March, 6.5; Apr., 6.2; May, 
Tees 0RO, BeS 5 JULY, G23 Atlas, 7-72 Bept., 6.73 Got., 7<9s BOV., 10.03 
Dec., 18.9. 


COSTUME JEWELRY. Jan., 5.0; Feb., 5.3; Mar., 6.9; Apr., 6.5; May, 8.1; June, 
6.63 JULY, Devs Atig., 5-63 Sept., 7eQs Geto, Beds HOV, 10563 VOC., BoeBe 
oT ¥- 


FINE JEWELRY AND WATCHES. Jan., 4 Feb., S13 Mar., 4.73; Apr., 6-7; May., 
S.2; June, S.4; July, 4.8; Aug., 5.8; Sept., 6.2; Oct., 7-03 Hov., Lil; 
DOC, BSileote 


CHINA AND GLASSWARE._Jan., 6.8; Feb., 6.5; Mar., 6.5; Apr., 7.0; May, 6.8; 
June, 6.55 JULY, 63: Ang., 7.0: Sept... 7-63 Get... 8-4: Hov., bhewd? DSOC<, 
19.0. 


GIFT SHOP__Jan., 4.7; Feb., 5.2; Mar., 5.6; Apr., 6.0; May, 6.4; June, 6.8; 
JULY, DOevs Aus., O22: Sent., 6-2: Det., B23: Bov., 12.9: Dec... Boe 


HOUSEWARES.__Jan., 5.8; Feb., 6.0; Mar., 6.8; Apr., 8.5; May, 8.8; June, 9.3; 
JULY, 7G; Aug., 7-33 Sept., 8-23: Oct., 8.23 Hov., 9.0: Dec., 14.5. 




















THE NATIONAL ASSOCIATION OF COSTUME JEWELERS IS PLANNING BROAD PROMOTIONS this year 
in high-fashion magazines, in newspapers and on radio and television, in 
major markets. Last month it retained Alfred Davidson, Jr., as advertising 
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for that extra dimension in time... 








Pp The extra dimension that Zodiac 
brings to watchmaking is care. This 
care shows up in many ways...inthe 
precise craftsmanship that gives true 
meaning to the words accuracy, preci- 
sion and dependability . . . in the ex- 
quisite artisanship that brings new 
sparkle to the words style and beauty. 


ZODIAC Sea Wolf 
World's Fine st Unde riacater Wate h 


Tested to a depth of 660 ft. 17 jewel, 
anti-magnetic, self-winding, shock-resist- 
ant precision movement with radium 
blocks and hands on black or white dial 
Unbreakabie lifetime mainspring and crys- 
tal. Sweep second hand, movable bezel. 
rustproof stainiess steel case with new 
and exclusive matching band 


ZODIAC Ovaliure 


Exquisite new ova! case with ultra-giam- 
For these reasons more and more orous gold-filled safety-catch bracelet 
17 iewel, shockproof precision movement 
with lifetime unbreakable mainspring 


people are discovering the exceptional 
merits of owning a Zodiac—more and 
more dealers are finding new profit 


ZODIAC Florentine Saber 


A bold new design featuring a fine fior- 
entine finish on both goiden dial and 





horizons in selling price-protected, na- _— siwiladinn, Sach at canes coke 
‘ . ‘ movement with lifetime unbreakable 
tionally advertised Zodiacs. mainspring, radium hands and markers 





oy the name for automatic watches 


For exclusive franchise information and catalog, write 


ZODIAC WATCH COMPANY 


15 West 44th Street, New York 36, N.Y. 


AN OFFICIAL WATCH OF THE SWISS FEDERAL RAILWAYS 


VELERS’ CIRCULAR-KEYSTONE, JUNE 19% 73 
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and promotion director. Davidson has a syndicated radio series, "The World 
of Fashion," is president of Alfred Davidson Associates, a public relations 
firm. Aim is to increase costume jewelry sales at the retail level, in jew- 
elry and other kinds of stores. 


STANDARD FINANCIAL CORP. IS NOW BEING TRADED ON THE NEW YORK STOCK EXCHANGE. The 
firm, which last year acquired Jewelers Acceptance Corp., will be traded 
under ticket symbol SFR. Firm handles accounts receivable financing, redis- 
count financing, and commercial and installment financing from its offices 
at 530 Fifth Ave., New York. 


HAMILTON WATCH CO. MADE EXTENSIVE CHANGES IN ITS EXECUTIVE STAFF in mid-May, at a 
meeting of the board of directors. Richard J. Blakinger, 3537 years old, was 
elected vice-president in charge of watch manufacturing operations here and 
abroad. Blakinger, who had been secretary and general counsel since 1954, 
will also handle licensing agreements with foreign manufacturers. Other 
changes: Vice-President Roland Raver was also named secretary; Vice-Presi- 
dent Robert Thompson has resigned; Wallace Silversmiths President Emery Dan- 
zell was elected a vice-president; Henry S. Tholen was named general sales 
manager; Donald I. Blank was appointed director of watch sales. 


HOW COMPANIES ARE DOING--Elgin National Watch Co. reported a $825,628 profit on 
Sales of $30.9 million for the fiscal year ended Feb. 28, 1960, compared 
with a $1.7 million loss on $26.9 million sales the previous year, said the 
watch division has a 4l per cent increase for the first four months of 1960. 
- « « Hamilton Watch Co. had earnings of $1.1 million on sales of $31,115,- 
59355 for the year ended Jan. 31, 1960, said Feb.-Apr. 1960 earnings are up 
from last year's. . . . Benrus Watch Co. had net earnings of $405,807 after 
taxes on sales of $25,866,000 for the year ended Jan. 31, 1960, a 56 per 
cent increase over the 1959 net. . . . Waltham Watch Co. had total sales of 
$5,647,018 for the six months ending Dec. 3l, with profits of $386,501. 


FOR COMPANIES OUTSIDE THE WATCH MAKING FIELD, here are recent reports: International 
Silver Co. had after-tax earnings of $364,857 for the first quarter of 1960, 
up from $301,319 for the comparable quarter of '59. .. . First-quarter 1960 
Sales of Schick, Inc., were $4,410,736, up from first-quarter 1959 sales of 
$2,510,966. . . . Parker Pen Co. had sales of $38 million for the year ended 
Feb. 29, up 15 per cent from the previous year, with net earnings of $547,- 
776. -« e« « Gorham Manufacturing Co. had net sales of $25.4 million for the 
last 11 months of 1959. .. . Landers, Frary & Clark had net sales of $43.9 
million in 1959. 





LABOR SECRETARY MITCHELL FAVORS A "MODERATE" RISE IN THE MINIMUM WAGE, from $l 
perhaps to $1.10 or $1.15. Such an increase, he Says, would not be harmful 
to employers or to the economy, would help workers "who need to be brought 
up.” Mitchell also thinks the number of workers covered by the law should be 
enlarged. A compromise bill could pass this year, many Sources feel. 


BILL TO PERMIT A FREE AND OPEN MARKET FOR SILVER has been introduced in the Senate. 
sen. Theodore Green (D., R.I.), Sponsor of the bill, said it would end sup- 
port prices to silver producers, would thus drop prices users would have to 
pay. Vitally involved is the Silver Users Association, whose members re- 
portedly account for some two-thirds of the silver consumed in the U. S. 
Counsel for the association is Rear Adm. Donald J. Ramsey (Ret.), who said 
the bill would send silver prices down, give jewelry makers a better bar- 
gaining position in purchasing silver, substantially reduce the price of 
Silver articles to jewelers and consumers. 


MAKERS OF JEWELRY-STORE PRODUCTS USED 3.7 PER CENT MORE TV ADVERTISING in 1959 than 
in 1958, reports the Television Bureau of Advertising. In 1959 they spent 
$21,314,277 on network ads and on national and regional "Spot" ads. By cate- 
gories, camera makers spent most ($10,228,671), followed by pen and pencil 
makers ($4,792,433), clock and watch producers ($4,760,432), and jewelry 
makers ($345,517). 
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The last of the 


long-necked 


DUST 
FLICKERS 


ay farewell to old 
S fuss-and-feathers—he’ll soon 
be as extinct as the Dodo. For 
now there’s a better way to dust. 
Cleaner, quicker, healthier. 


It's new “Scotcn”’? BRAND 
Dusting Fabric, the duster that 


wont scatter dust around! 


This soft, scratch-free fabric 
catches up dust and holds 

it in thousands of tiny trap-like 
pores. Leaves no lint, 


no oily film. 


Thrifty 30 yard roll gives you 60 
generous dusters. Ask the boss 

to order “‘Scotcu”’ BRAND Dusting 
Fabric today from your 
‘““ScotcH”’ BRAND Tape supplier. 
Try it—and you'll never dust 

the old-fashioned way again! 


**SCOTCH’’ I$ A REGISTERED TRADEMARK OF 3m CO. 





TUANvracturinc COMPANY 





» + - WHERE RESEARCH IS THE KEY TO TOMORROW 
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Jewelers clearly list credit charges, 
RJA says; opposes “disclosure” Dill 


Jewelry industry spokesmen in 
Washington have voiced strong op- 
position to the bill to require “full 
disclosure” of consumer finance 
cnarges. 

Bernard N. Burnstine, 
Jewelers of America executive 
vice-president, told a Senate Bank- 
ing subcommittee that the bill 

S. 2755) “could not provide great- 


Retail 


disclosure than now exists in 

industry, but 
ly establish a different method 
a new unfamiliar concept of stat- 


ng finance charges—one that is 


jewelry would 


. 


ere 


ontrary to the presently well-un- 


lerstood and accepted method.”’ 


The subcommittee recently ap- 
proved the bill by a 4-3 vote, mak- 
ig it ready for a full Banking 
Committee vote. The bill report- 
edly faces rough going before the 
full committee. 

Many 


s*¢ 


a HAIL .- a _ : . 
ing the blils purpose, are join- 


congressmen, while Sup- 
businessmen in objections to 

provisions in the bill. 

rnstine said jewelers, tor 

along with the principle of 

but oppose certain provisions, such 
as disclosure in terms of simple an- 
nual interest. 
The RJA 


statement 


spokesman said 
of finance charges in 


terms of simple annual interest 


ould place an “unconscionable 
burden on small merchants without 
in anyway benefiting the consum- 
oe. 

“On each single account,” Burn- 
stine testified, “there would be a 
hodge-podge of finance rates vary- 
ing by fractions of a per cent. The 
computation of simple annual in- 
terest is complex and frequently 
would be impossible to figure as 
exact dates of payment are not al- 
ways known.” 

Burnstine told the subcommitte: 
he was concerned that the passage 
of the bill 
charges “underground” 


finance 
hidden in 


would drive 
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mark-up rather than stated sepa- 
rately. He warned it “creates a 
threat of retrogression to undesir- 
able practices.” 

Though the subcommittee has 
passed the bill, it still has the mea- 
sure under advisement, may make 
further studies before seeking the 
full committee vote. 

As now approved, the bill re- 
quires disclosure of even more as- 
pects of credit sales and loans than 
in the original bill. 

Originally the measure would re- 
quire lenders or sellers to set forth 
total finance charges plus interest. 

The revised bill now requires, 
besides the simple annual interest 
disclosure, a written statement to 
the customer including, as well, the 
cash price or delivered price of the 


JOLLY GOOD TASTE: This Chantilly 
pattern of sterling silver by Gorham 
Co., designed in 1896, won top prize 
in the silverware field in a new com- 
petition sponsored by the just-organ- 
ized American Institute of Approval. 
Institute has been set up by New 
York socialites to improve designs of 
products and services. Institute gives 
awards, also furnishes a panel for use 
by manufacturers while products are 
still being researched and planned. 


item; the amounts to be credited 
as down-payment; the unpaid bal- 
ance owed the lender; the amount 
of each payment to be made; the 
number of such payments and dates 
due; and any “other charges” in- 
volved not relating to the exten- 
tion of credit. 


Weiss predicts fewer 


pearls, higher prices 
The typhoon which 
through the Japanese 
pearl farms in September 1959 can 
be blamed in 1960 in the U. §S. 
for a shortage of pearls, less choice 


raged 
cultured 


of sizes, and substantially higher 
prices. 

This is the observation of Sid- 
Weiss, president of Im- 
perial Pearl Syndicate in Chicago, 
who just returned from his annua! 
visit to the spring harvests in 
Japan. 


ney A. 


Weiss reports that damage 1 
the Ago Bay area, which produces 
some 60 per cent of Japan’s an- 
nual pearl output, is severe, that 
50 per cent of the facilities there 
were destroyed. And because al- 
most all small pearls (5mm and 
come from Ago Bay, the 
shortage is more acutely felt. Also, 
production will be weak in 1961 


under ) 


and 1962, since the crops seeded 
in 1958 and 1959 suffered such 
damage (harvest is three years 

Supply of spat—young oysters— 
will also be short in 1961 and 1962. 
This means that fewer oysters than 
usual will mothers of 
pearls during the next few years. 


become 


Estimates by the Japanese are 
that their 1960 spring harvest was 
15-20 per cent less than last year’s. 
Weiss notes that the shortage of 
8mm - and - over 
acute, and that prices for uniform 
chokers (8mm and over) 
risen “in my opinion” from 30 per 
cent to 75 per cent. 


pearls continues 
have 
“There is no question that the 


price of nice-quality large uniform 
chokers in 1960 will be up at least 








25 to 50 per cent at wholesale in 
the U. S.,” Weiss predicts. 
Another factor which will push 
prices up is the growing demand 
for cultured pearls in Europe, South 
America, Australia (which is 
growing its own), South Africa, 
India and Canada. Weiss: 
“The number of buyers from these 


Says 


areas for the spring harvest was 
the largest in history.” 

“Retail jewelers cannot expect 
an improvement in prices for the 
balance of the year,’’ Weiss esti- 
mates. “If anything, purchases 
made later in 1960 should be at 
even higher levels than purchases 
made in the spring.” 


Chatham agrees to drop ‘cultured’ label, 
will now try ‘Chatham-Created Emeralds’ 


The team that makes, distrib- 
utes and sells Carroll Chatham’s 
“emeralds” has agreed to. stop 
‘cultured”’ in pro- 


‘ 


using the word 
moting and advertising the secret- 
process product. 

Instead, the sales and distribu- 
tion team—Anglomex, Inc., Ipek- 
djian, Inc., and Cultured Gem 
Stones, Inc.—will now use the 
phrase “Chatham-Created Emer- 
alds” to describe Chatham’s 
stones. 

The decision to drop the 
tured” label came after the Fed- 
eral Trade Commission issued a 
complaint last October, charging 
that Chatham ads violated the 
FTC Act. The Chatham team 
signed a consent decree Apr. 4, 


ae 


agreed to cease and ded¥st from 
representing that their 
have been cultured, are natura! 


stones 


stones, or are identical to natural 
stones. 

The consent order also prohib- 
its use of the word “emerald” in 
Chatham advertising, unless the 
immediately preceded, 

conspicuity, by the 


word “is 
with 
word ‘synthetic,’ or by some other 


equal 


word or phrase of such meaning 
as Clearly to disclose the nature 
of such product and the fact that 
it is not a natural stone.” 

The Chatham decision to use 
the phrase “Chatham-Created”’ 
was made shortly after the con- 
sent order was issued. An an- 
nouncement stated that “Mr. Chat- 
products” would be _ pro- 
henceforth as “Chatham- 

Emeralds,” and_ that 
large-scale advertising, publicity 


ham’s 
moted 


(‘reated 


and promotion were being planned 


to educate both the jeweler and 
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BEST OF BRAND: Winners of the 1959 Brand Names Retailer of the Year 
competition, sponsored by the Brand Names Foundation, were honored May 6 
at the Waldorf-Astoria Hotel in New York. Top prize in the jewelry-store cate- 
gory went to Irving N. Chayken, left, president of Armstrong Jewelers in 
Hammond, Ind. With Chayken are two winners of Certificates of Distinction: 
Charles J. Clinton of Clinton & Son, North Platte, Neb., and Irving Siegel, 
president of Hamilton Jewelers in Trenton, N. J. Certificate winners not shown 
are Sterling Jewelers in Fayetteville, N. C., and Kahn’s Jewelers in Pine Bluff, 


Ark. 





. 
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the public to promote the sale of 
“this fine product.” 

There’s Lots in a Name 

Federal 


accept 


Whether or not the 
Trade Commission will 
“Chatham-Created Emeralds” as 
a “phrase of such meaning as 
clearly to disclose the nature of 
such product and the fact that it 
is not a natural stone,” remains 
to be seen. The consent order al- 
lows Chatham 60 days, until June 
8, to file a report with FTC de- 
tailing the manner and form of 
compliance with the cease and 
desist order. 

According to FTC’s Compliance 
Division, the Commissioners will 
not decide whether Chatham has 
complied until after the 60-day 
period has elapsed. Conceivably, 
if FTC found that “Chatham- 
Created Emeralds” as 
Chatham was violating the cease 
and desist order, they could fine 
Chatham up to $5000. 

though, they would first con- 
tact Chatham, inform him of the 
violation, and give him an oppor- 
tunity to comply. 


used by 


Very like- 


JVC Opposes “Created” 


The Chatham team has already 
aroused opposition to their “Chat- 
Emeralds” phrase 
Jewelers Vigilance Com- 
mittee. JVC, which strongly de- 
nounced the “cultured” label, feels 
that the new descriptive phrase 
is also misleading, still insists 
that the proper description of 
Chatham’s stones is “synthetic,” 
or some other word or phrase of 
like meaning. 

“Certainly the word ‘created’ is 
‘synthetic,’ ’ 


ham-Created 


from the 


not analogous’ to 
says JVC Executive Vice-Chair- 
man P. Irving Grinberg. While 
Grinberg feels that the “Chatham- 
Created” phrase may indicate that 
the stones are not natural ones, he 
maintains that the word “ ‘Cre- 
ated’ does not clearly disclose the 
nature of any product,” thus does 
not fulfill the stipulations in the 
FTC order. 

Grinberg also reasons that a 
consumer might easily conclude, 
when he sees the phrase “Chat- 
ham-Created Emeralds,” that the 
stones being advertised are _ in- 
deed real emeralds, perhaps of a 
special kind. 

Says Ipekdjian Executive Ed- 
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ward Coyne, somewhat wryly: 
“The Vigilance Committee prob- 
ably won’t be satisfied until we 
use the word ‘imitation’ when we 
describe Chatham’s products.” 
Chatham himself insists that 
the word “synthetic” is inaccurate, 
since his process in no way in- 
volves any synthesis of any kind. 
“Look,” he said in November 
1959, after the FTC complaint had 
been issued: “I start with emer- 
alds and I end up with emeralds. 
This is not synthesis, even to a 
high school chemistry student. 
“Call them Chatham’s little 
green rocks if you want, but not 
svnthetic—this is as deceitful a 
lie as if I called them genuine.” 
Words that were being consid- 
ered to replace ‘ultured,”’ before 
the recent decision to use “Chat- 
“recrys- 


ham-Created.” included 


tallized, “recreated, “repro- 


duced.” 


Buyers see fall lines 
at Providence show 


Wholesalers and jobbers from al! 
over the U. S. and Canada attended 
the manufacturing jewelry indus- 
try’s United Jewelry Show in Prov- 
idence last month. It took 186 
rooms in the Sheraton-Biltmore 
Hotel to house the event, which un- 


} 


line > 


} 
~« + r 


ia DuVvers 


veiled the industry’s fall 

Observers report t} 
were keenly interested in the newly 
stvled jewelry and paid consider- 
able attention to beaded goods. But 
there were some indications that 
the high popularity of beaded items 
may be on the wane. 

Buving was described as “cau- 
tious.”” In many cases, orders were 
not as large as had been expected. 
Nevertheless, manufacturers were 
confident that a good season was in 
the offing, and predicted that fac- 
tories would be operating at full 
swing following the annual vaca- 
tions in July. 


israel steps up output 
of polished diamonds 


[srael’s export of polished dia- 
monds to the U. 
some 50 per cent, according to the 
Commissioner to 


S. has increased 


nation’s Trade 


the U. 8S. 


The Commissioner also predicts 
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that in two years Israel will be in 
a position to supply 10 per cent of 
the U.S. polished diamond market. 
The U. S. now is the customer for 
about 50 per cent of Israel’s ex- 
port. Stones are mostly one carat 
and smaller, with a value ranging 
from $60 to $250. 


Israel, unlike the _ traditional 
European centers, buys the melees 
rough diamond, which is shaped 
like two pyramids placed base to 
base. The nation’s 4500 diamond 
workers use production-line tech- 
niques to cut and polish the 


stones. 


“Jewelers Fiesta’ set for Pacific show; 
RJA continues plans for New York, Chicago 


A “Jewelers’ Fiesta,” topped by 
drawing of two prize round-trip 
plane tickets from Los Angeles to 
Mexico City, will highlight the so- 
activities at the Pacific Jew- 
Plans also 


‘ 
al 


ry Show Aug. 28-30. 


Ci 
e] 
call for a “Pacific Jewelers Night” 
Aug. 29 Los Angeles Dodg- 
with 


seats available. 


at the 


ers game, choice reserved 


4] H i 
Lne OC! 


Biltmore in Los Angeles, will fea- 


The show, to be held at 


ture a wide assortment of jewelry 
lines and new fall merchandise. 
(Co-sponsored by the Retail Jew- 
elers of America and the Califor- 
nia Retail Association, 


Jewelers 


the affair is under the genera! 
chairmanship of Durward Howes, 
II]. ,0b Westover of the Watch- 
makers of Switzerland is chair- 
man of the committee in charge of 
encouraging retailer attendance. 
George Finley, Jr., chairman of 
committee, re- 


exhibit 


the exhibit sales 
ports that 


space are coming in at a gratifyv- 


requests for 


ing rate. 
Details on the Pacific show may 
be obtained from CRJA’s secretary, 


Mrs. Collette Harrison, 931 Kirby 
Dr., La Habra, Cal. 


More Chicago, New York Plans 


Meanwhile, final touches are be- 
ing put to the plans for the RJA 
New York and Chicago shows. 

Herman Wasserman, chairman 
of the RJA trade show committee, 
Elgin Watch 
major 


has announced that 
Co. has joined the list of 
manufacturers who will take part 
in the Chicago show at the Morri- 
son Hotel, July 17-21. 
Bulova and Benrus have 


In addition 
to Elgin, 
reserved exhibit space at the show. 

It is expected that the “Christ- 
mas in July” theme of the two 
shows will be exploited to the ut- 


} 


most by manufacturers, who wil! 
take this opportunity to introduce 
their new Christmas lines. 

In order to avoid conflicts be- 
tween exhibit hours and convention 
meetings, it has been proposed that 
convention sessions be held in the 
mornings, while the exhibits will 
open at noon. Exhibitors are being 
polled on this question. 





RISING STAR: A coast-to-coast sales tour for Linde Stars ended last week 


in Los Angeles with this luncheon for West Coast manufacturing and whole- 
sale jewelers. Hosts were Manager Pete Brown of Linde, second from right 
in back row, and George Houston, Western distributor for Linde, extreme right 
in back row. Luncheon featured a color film entitled “Linde Stars Are on the 


Move.” 














Handy & Harman’s Niemeyer 


Asi hal oT mmtearitiu 


Handy & Harman honors 
Niemeyer’s 60 years 


Gustav H. Niemeyer, chairman of 
the executive committee of Handy 
& Harman, was honored by associ- 
ates of the f 
Mav 2 on the eve of hi 
versary with the firm. 

President Judson C, Travis, who 


irm and its subsidiaries 


60th anni- 


succeeded Niemeyer In 1953 (Nie- 
mever had been president for 15 


years presented a scroll to Nie- 


mever: “On the occasion of the 
60th anniversary of Gustav Nie- 
mever with our company, we, his 
friends and associates in Handy & 
Harman, record our esteem and af- 
fection for him. 

“For many years he furnished 
the leadership for our success and 
prosperity. He continues to con- 
tribute his broad knowledge and 
wise counsel. 

‘He has earned the respect of al! 
who know him. ... He has become 
the symbol of integrity throughout 
our industry.” 

Besides the scroll, Niemeyer re- 
ceived a sterling silver golf putter 
and a photograph, framed in sil- 
ver, of the party. 


Excise refunds valid 
in coop ad plans 


In a 3-2 decision, the U. S. Court 
of Claims has held that ad refunds 
made bv the Frigidaire division of 
General Motors to dealers can be 
subtracted from 
Thus the dealer can re- 


appliance’ sales 
prices. 
cover overpayments of excise taxes 
when the refund is made. The rul- 


ing puts all kinds of cooperative 
ad plans on solid legal footing. 

Under coop ad plans a manufac- 
turer agrees to pay part of local 
ad bills of sellers of his products. 
The selling merchant pays the full 
price for the item but, if he meets 
certain ad standards, can get a re- 
fund from the manufacturer. 


Industrial Diamond men 
hear Maj. Gen. Medaris 


The Industrial Diamond Associ- 
ation of America, group of im- 
porter-dealers and manufacturers 
of diamond tools, were sponsors of 
a dinner Apr. 25 at which Maj. 
Gen. John B. Medaris, a prime en- 
gineer of America’s missile pro- 
gram, was principal speaker. 

The dinner, given during the 
Show Week of the American So- 
ciety of Tool and Manufacturing 
Engineers in Detroit, heard an ex- 
clusive report on the country’s de- 
fense activities. 

During the Show Week, IDA ex- 
hibited a “Old 
Faithful” which 


spurted not steam and water but 


replica of the 
geyser, from 
thousands of carats of diamonds. 
[DA also displayed a map of the 
LU. S. completely covered with col- 
ored diamonds. and with each ma- 
pinpointed with a gem 


ror citv 


diamond. 


Silversmiths report 
school program success 


In the past six months, accord- 
ing to the Sterling Silversmiths 
of America, more than 9000 teach- 
ers in the U. S. have requested 
more than 400,000 booklets and 
manuals on the care and use of 
sterling silver flatware. 

Invigorated by such success, the 
Silversmiths will this year extend 
distribution of their teaching kits 
to colleges, junior colleges, teaching 
institutions and other groups work- 
ing with young people. 

The kits, which have so far gone 
only to secondary schools, give 
much information about the quali- 
ties of sterling, table setting pro- 
cedure, etiquette, patterns. 

In 1960 the Silversmiths will 
man an exhibit booth at the con- 
vention of the American Home 
Economics Association. They will 
also sponsor the fourth annual 
Sterling Today hollowware design 
competition for U. S. design stu- 
dents, with $1,100 in cash awards. 
For 1961, they are planning a 
student award program to honor 
outstanding home economics stu- 
dents. 

Members of the Silversmiths are 
Alvin, Gorham, International Sil- 
ver, S. Kirk & Son, Lunt, Oneida, 
teed & Barton, Towle and Wallace. 


House Rules unit pigeonholes fair trade 
Dill, kills chance for passage in 1960 


The House Rules Committee has 
turned thumbs down on fair trade 
legislation for this year. 

The committee pigeonholed the 
controversial bill, which would per- 
mit manufacturers to set minimum 
retail prices consumers must pay 
for brand-name merchandise. The 
committee shelved the bill despite 
pressure from jewelers, hardware 
dealers, druggists, and other inde- 
pendent retailers. 

The Rules Committee has refused 
for a vear to clear the bill for a 
vote on the House floor, despite ap- 
proval by the House Commerce 
Committee. Such a vote probably 
would mean passage, especially in 
an election year. 

The committee tabled the bill 


on a motion by Rep. Richard Boll- 
ing, (D., Mo.) “It is a bad bill,” 
Bolling said. “It won’t provide the 
relief for the little businessmen 
that they think it will and it would 
be damaging to the economy.” 
The committee action apparently 
killed the bill for this 
Only hope would be for the House 
Commerce Committee to put to- 
gether a new compromise version. 
The U. S. Supreme Court also 
dealt a blow to fair trade. The 
high court refused to disturb a rul- 
ing that a manufacturer violated 
the antitrust laws by cutting off 


Ssesslon. 


sales to enforce his own and com- 
petitors’ fixed retail prices, in an 
area where a fair trade law was in 


y 
emect 
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Concerns must back all 
suarantees, FTC warns 


The Federal Trade Commission 
has issued a guide designed to elim- 
inate confusing and misleading 
“cuarantee” claims in advertising. 

According to FTC, any adver- 
tised guarantee must clearly dis- 
close three basic things: the exact 
nature and extent of the guarantee, 
precisely what the guarantor will 
do under the terms of the guaran- 
tee. and the guarantor’s identity 

i.e., whether the product is guar- 
anteed by the manufacturer or the 
retailer). 

In addition, purchasers must be 
told whether the guarantee is ad- 
justed on a pro rata basis; whether 
any restrictions or limitations are 
placed on “money back” guaran- 
tees: and whether the “life” re- 
ferred to in “lifetime” guarantees 
is that of the customer or some 
component of the product. The rules 
further stipulate that the guarantor 
must state what he will do if any 
savings promised in a guarantee 
are not realized. For example, what 
will the guarantor do if his prices 
are not in fact “the lowest in 
town?” 

In specifying rules for actual use 
FTC says that a 
cannot 


of guarantees, 
manufacturer or retailer 
guarantee a product when he is un- 
able to properly and scrupulously 
fulfill his obligations under the 
ruarantee., 

Finally, FTC warned, the guar- 
antor is held responsible for the 
truth of claims made in a guaran- 
tee. If a product is guaranteed for 
one year, it must be expected that 
the product will last for one year. 


Excise does not apply 
to labor charges 


A jeweler’s labor charge for cut- 
ting and polishing a rough diamond 
owned by a customer, or for re- 
making a customer’s ring, is not 
subject to the retailers excise tax. 

The Internal Service 
ruled that since the sale of a tax- 
able article is not involved in labor 
on these items, and the items re- 
main the customer’s property, the 
tax does not apply. 

The ruling came after jewelers 
sought advice from IRS on these 
two situations. 


Revenue 
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HOUSE OF DIAMONDS: Fabrikant 
Bros., Inc., longtime New York dia- 
mond firm, moved Mar. 30 into its $5 
million, seven-story new building, 
called the House of Diamonds, at 1200 
Avenue of the Americas, 47 St. and 
Sixth Ave., New York. Building 
houses 50 other jewelry firms. Firm 
had been at Bowery and Canal Sts. 
for 40 years. 


House discusses new 
social security motion 


Treasury-backed legislation that 
would require many self-employed 
persons to make earlier payment of 
their social security taxes is being 
discussed in the House of Repre- 
sentatives. 

The proposal for stepped-up pay- 
ments would apply only to single 
persons earning more than $5,000 
and married couples earning more 
than $10,000 a year. It would re- 
quire them to pay their social se- 
curity taxes on a quarterly basis 
instead of annually in one lump 
sum. 

Also along social security lines, 
Rep. Wilbur D. Mills (D., Ark.) 
will seek increased social security 
benefits. Mills, chairman of the 
House Ways and Means Committee, 
indicated he will ask his committee 
to consider proposals to eliminate 
the 50-year age requirement and 
to increase minimum payments of 
social security. 

Mills said this could be accom- 
plished without increasing taxes. 
An across-the-board increase in 


benefits, though, would require in- 
creased taxes. 





Tax relief in sight 
for retirement funds 


Self-employed persons appear to 
be nearer victory in their long 
quest for income tax relief to en- 
able them to save money for retire- 
ment. 

o.oo 
new stand on the issue has opened 
the door to almost certain enact- 
ment of some form of legislation 


Treasury Department’s 


this year. 
If so, 
to qualify for a tax cut by setting 
up their own pension plans. 
They would not 
taxes on amounts placed in a re- 
tirement fund, or on earnings of 
the fund itself, until the money 
most self- 


merchants would be able 


have to pay 


was withdrawn. For 
emploved the annual contributions 
would be limited to 10 per cent of 
income, with an over-all annua! 
maximum of $2,500. 
The House of 


last year overwhelmingly approved 


tepresentatives 


such legislation over Treasury De- 
partment opposition, but the bil! 
has since been held up in the Sen- 
ate Finance Committee. Now the 
Department has spelled out, for 
the benefit of the Finance Commit- 
tee, a series of suggested revisions 
calculated to make the bill accepta- 
able to President Eisenhower. 


Only interstate firms 
come under NLRB wing 


The government has added a new 
vardstick to determine if a retail 
firm comes under federal jurisdic- 
tion in labor disputes. 

Several million workers could be 
affected. 

The National Labor 
Board ruled it must be shown that 


Relations 


retailers’ operations affect inter- 
state commerce before NLRB will 
intervene. In the past, the main 
qualification was that a retailer 
had to do an annual business of at 
least $500,000. 

In its advisory opinion, NLRB 
said: “It is not enough to show 
that the employer’s gross annual 
volume of satisfied the 
board’s standards for 
jurisdiction over retail establish- 


business 
asserting 


ments.” 
The action clears the way for 
state agencies to deal with such 


Cases, 


State of the Jewelry Business 





One of every seven marriages in 1959 was performed in June 








IMPORTS 
March 
1960 
WATCH MOVEMENTS (units) 
0-1 jewel 483,275 
2-7 jewels 77,913 
8-15 jewels 6,611 
16, 17 jewels 511,478 
over 17 jewels 889 
all movements 1,080,166 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 
cut, by value 
CULTURED PEARLS 
IMITATION STONES 


117,771 
$8,344,667 
74,286 
$7,623,634 
$1,833,236 
$420,822 


EXCISE TAXES 
Jan. Mar. 
1960 
AMOUNT COLLECTED $63,801 


(add 000) 


VITAL STATISTICS 
March 
1960 
91,000 
347,000 


MARRIAGES 
BIRTHS 


FAILURES 

April 

1960 
CASH JEWELERS 12 
INSTALLMENT JEWELERS 3 
WATCH REPAIRERS 0 
WHOLESALERS 3 
MANUFACTURERS 0 


SALES 


MARCH 1960 
% change % change 
from from 
Mar. 1959 Feb. 1960 


SALES _ ail 
INVENTORY 43 0 


% change 
from Jan.- 
Mar. 1959 


% change 
from Jan.-Mar. 
Mar. 1959 1960 


+8.2 1,365,974 +24.9 
—30.1 245,058 —8.3 
+62.8 14,481 +41.6 
+34.4 1,270,896 +25.1 
— 40.0 2,239 — 28.8 
+-14.4 2,898,648 +21.3 


-+-17.0 381,228 +23.8 
+8.3 $20,194,873 —13.5 
—10.5 212,188 —3.6 
+4.6 $19,683,215 —5.3 
+29.0 $3,924,446 +21.7 
—57.6 $1,218,690 —59.1 


% change 

from Jan.- Jan.-Dec. from Jan.- 

Mar. 1959 1959 Dec. 1958 
+8.1 $159,679 +3.6 


% change 


% change 
from Jan.-Mar. from Jan.- 

Mar. 1959 1960 Mar. 1959 
—4.2 288,000 +2.5 
—2.3 1,014,000 —1.9 


% change 


%o change 

from Jan.-Apr. from Jan.- 

Apr. 1959 1960 Apr. 1959 
50 —12.3 
13 +8.3 
0 — 100.0 
10 — 50.0 
4 — 63.6 


%. change 


DEPARTMENT STORE SALES 


MARCH 1960 
% change °o change 
from from Jan.- 
Mar. 1959 Mar. 1959 
FINE JEWELRY, 
WATCHES +5 +5 
SILVERWARE, 
CLOCKS +5 +10 
COSTUME 
JEWELRY +3 


METAL PRICES—MID-MAY 1960 


(troy ounce, large lots) 
Mid-May 
1960 
SILVER $.91 3/8 
PLATINUM $82 
PALLADIUM $24 
IRIDIUM $70 


One Year 
Ago %e change 
$.91 3/8 0 
$77 +6.5 
$18 +33.3 
$75 —6.7 








Knowing which months people 
get married in is important to a 
jeweler for two reasons: a reli- 
ably-estimated 42 per cent of a 
jeweler’s annual sales comes from 
wedding business; and surveys 
show that the great bulk of all 
wedding-gift purchases are made 
in the three months before the 
wedding. 

If a jeweler knows that one- 
seventh of all marriages are per- 
formed in June (they were in 
1959, and the month-by-month 
pattern of marriages changes lit- 
tle from year to year), he can plan 
his promotions to concentrate on 
the big-buying months of March, 
April and May. 

Biggest marriage months in 
1959 after June (14.3 per cent of 
the 1,494,000 marriages in the 
year) were July (8.6 per cent), 
August (9.6 per cent) and Sep- 
tember (9.5 per cent). Summer, 
then, is the wedding season, and 
spring therefore would be the 
time to really push wedding pro- 
motions. 

The other eight months, in 
which 58 per cent of the 1959 wed- 
dings took place, had these shares 
of the total: January, 6.4 per 
cent; February, 6.0 per cent; 
March, 6.3 per cent; April, 7.3 
per cent; May, 7.8 per cent; Oc- 
tober, 8.0 per cent; November, 7.7 
per cent; December, 8.5 per cent. 

The so-called “crude” marriage 
rate in 1959—the number of mar- 
riages per 1000 persons—was 8.5, 
slightly above the 1958 rate but 
lower than in any other of the 
post-war years. 


Birth Rate Drops 


The nation’s birth rate contin- 
ues to surprise Washington sta- 
tisticians by dropping below year- 
ago levels, both in rate and num- 
ber, for the seventh month in a 
row. 

For the first quarter of 1960, the 
number of births is down 1.9 per 
cent below 1959 first-quarter 
births. The rate of births—the 
number per 1000 population—is 
down even more. 





BEST OF DESIGN: These jewelry designs took top honors in the annual compe- 
tition among students at the Mechanics Institute in New York. Reading counter- 
clockwise from the necklace by Jacque Limacher, which won first prize, are 
Anthony Puleo’s second prize brooch and E. Miccio’s third-prize lapel pin. 
Bejeweled bird by A. Medina won the graduate student HOE award. 


TESTIMONIAL TO DICKEY: More than 100 of his 
friends and associates gathered for lunch in the Hotel 
(,otham in New York May 3 to pay tribute to James B. 
Dickey, former vice-president of Tiffany & Co., who has 
retired after 44 years with the firm. Among his verbal 
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HAPPY 34TH: Bulova Watch Co. 


Salesman Joseph Turner of Omaha, 
left, receives an award plaque from 
Kansas RJA President E. G. Me- 
Mahon, honoring his 34 years of 
service to the watchmaking trade. 
Turner started his career in 1926, 
Same year that Bulova began its 
“Bulova Watch Time” radio spots, 
which the firm has revived this vear. 


fa 


sent ee 
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admirers: Walter Hoving, chairman of the board of Tif- 
fany, M. L. Millspaugh of the Silver Users Association, 
Gustav Niemeyer of Handy & Harman, Walter N. Kahn 
of the Jewelers Vigilance Committee, and Victor Lambert 
of the Jewelers Security Alliance. 








PRESIDENT’S TABLE: This table setting, patterned af- 
ter official White House settings, was displayed by Rosen- 
zweig’s Jewelers in Phoenix, Ariz., during the Interna- 
tional Flower Show there. Rosenzweig’s presented 20 
table-setting displays from as many foreign countries 
during the four-day show, drew 45,000 visitors. Project 
was headed by Catherine Dennison, design consultant, 
who is currently serving as secretary-treasurer of the 
Arizona Retail Jewelers Association. 


JC-K PHOTO REPORT 


PRIZE JEWELER: Mr. and Mrs. Har- 
old Gritz, owners of H. D. Gritz 
Jewelers in Enid, Okla., shown here 
at Idlewild Airport, returned May 5 
from the two-week all-expense tour 
of Switzerland which they won last 
fall for furnishing the coupon to the 
consumer who won the grand prize 
in the “Vacation in Switzerland” con- 
HAIL THE TEXAS NAVY: Texas Gov. Price Daniel, left, thanks J. E.  ‘e*t, Sponsored by the Watchmakers 
Willis of Everts Jewelers in Dallas for a pair of 14K gold “Texas Navy” cuff | , 

links made by Everts craftsmen as replicas of those worn by officers of the 

Republic of Texas Navy in 1836. Daniel, shown here aboard the battleship 

Texas at its permanent resting place in Houston, received the cuff links on 

the occasion of his formal review of the Texas Navy on San Jacinto Day, a 

holiday commemorating the Battle of San Jacinto, when Texas won its in- 

dependence from Mexico. 
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Florida jewelers elect 
Robertson president 


Nat Robertson of Gainesville, 
Fla., a member of the advisory 
committee of the Florida Retail 
Jewelers Association, was elected 
to the group’s presidency at the 
annual convention Apr. 24-26 in 
Tampa. 

Other new officers-elect: James 
T. Smith of Delray Beach, vice- 
president; Alvin Lee Magnon of 
Tampa (retiring president), trea- 
surer; Tom Cook, Jr., of Daytona 
Beach, reelected secretary. 

Directors for 1960 are Clarence 
Allen of Tampa, Robert Betchel of 
West Palm Beach, John Kader of 
Sanford, Larry Kinard of Orlando, 
William Moeller of St. Augustine, 
Byron Pribble of Fort Lauderdale, 
W. W. Putnam of Tallahassee, 
(C. G. Rhoads of Fort Pierce, Gor- 
don Smith of Miami, H. F. Under- 
wood of Jacksonville, Bruce Wat- 
ters. Jr., of St. Petersburg, Chas. 
L. Wells, Jr., of Jacksonville. 

Principal speaker at the conven- 
tion was Philip McCallum, admin- 
istrator of the Small Business Ad- 
ministration in Washington, D. C.., 
who discussed SBA’s loan plan to 
small businessmen. 


Alabama RJA reelects 
officers to new terms 


Members of the Alabama Retail 
Jewelers Association met Apr. 24- 
25 at the Thomas Jefferson Hotel 
in Birmingham for their 13th an- 
nual convention, reelected its of- 
ficers, conducted a successful first 
Symposium on jewelry store man- 
agement. 

Officers-reelect are Pinky Koss 
of Gadsen, president; Dwight Raff 
of Talladega, first vice-president; 
Lamar Ware of Auburn, second 

James Ruth of 
treasurer. 
Spidle of Birmingham was named 
to his first term as secretary. 

The new 


vice-president; 


Montgomery, George 


board of directors: 
Moore of Mobile; Kal 
Shwartz of Montgomery, Bob 
Goodson of Opelika, Millard Grif- 
fin of Talladega, James Hasty of 
Albertville, James Russell of Tus- 


Claude 


caloosa, A. O. Best of Jasper, 
Ralph Weinman of Decatur, Frank 
H. Bromberg, Jr., of Birmingham. 
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of Miami 
Shores, director-at-large from the 
Southern Jewelry Travelers Asso- 
ciation. 

More than 250 persons regis- 


and Walter Shaeffer 


tered for the event. Principal 
speaker was President Oliver A. 
Jenkins of the Retail Jewelers of 
America, Inc. 


Kansas watchmakers 
and salesmen convene 


At their convention in _ late 
March in Wichita, the Kansas 
Watchmakers Association and the 
Sunflower Travelers of Kansas, 
the latter a salesmen’s organiza- 
tion, elected 1960-1961 officers. 

The Watchmakers elected C. L. 
McClough of Augusta president; 
E. Edward Cole of Salina vice- 
president; and Richard Hess of 
Topeka secretary-treasurer. 

The Sunflower Travelers chose 
LeRoy Belt of Oklahoma City pres- 
ident; Chuck Haynes of Denver 
vice-president and George Harris 
of Kansas City secretary-treasurer. 

Presiding at the business sessions 
during the joint convention was 
Bruce Brink of McPherson, secre- 
tary-treasurer of the Kansas Re- 
tail Jewelers Association. A ban- 
quet attended by 700 members of 
the various groups was the social 
highlight of the affair. 
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FIRM FOUNDATION: Harry Aron- 
son, president of Waltham Watch Co. 
of Chicago, admires 100-year-old, 
seven-foot-tall chiming clock made at 
the old Waltham works in Massachu- 
setts. Aronson acquired the timepiece 
when Waltham merged with Hall- 
mark, of which Aronson is chief. 





Greeting Card makers 
elect 1960 officers 


At its 19th annual convention at 
the Hotel Roosevelt in New York 
Apr. 6-7, the Greeting Card Asso- 
ciation, national organization of 
greeting card publishers, elected 
Fred Wagner of Gibson Art Co. 
president. 

New vice-president is James M. 
Day, vice-president of United 
Printers & Publishers, Inc. Treas- 
urer is Dave Forer of D. Forer & 
Co., New York. 

The board of directors: Moe 
Becker of Williamsburg Publish- 
ing Co., Tom Doran of Thomas 
Doran Co., Milton K. Harrington 
of Chapel Art Studios, Sam Jaffee 
of Wallace Brown, Inc., Orin Loo 
of Looart Studio Press, Inc., Ar- 
thur Markoff of The Paramount 
Line. Rachel Obershaw of Nor- 
cross, Inc., and James Werblow of 
Polygraphic Co. of America, Inc. 


Costume jewelers elect 
officers, honor Herz 


The National Association of Cos- 
tume Jewelers, Inc. held its genera! 
meeting and elected officers during 
the United Show last 
month. 

Re-elected as president of the as- 
sociation was Arthur Levy of Idee 
of New York. Harold Bass of 
Ballet Jewelry, New York, was 
chosen vice-president; Fred Singer 
of Gloria Jewelry, New York, was 
re-elected secretary; and Otto Heit- 
linger of Mayfair Jewelry, New 
York, was chosen for another term 
as treasurer: he was also elected 
chairman of the board of directors. 

The Hugo Herzberg Award for 
outstanding service to the industry 
was presented to Alfred Herz of 
Alfred Herz Co., New York. 


Jewelry 


New Haven Watch buys 
Mining Royalty Corp. 

New Haven Watch & Clock Co., 
in “‘the first of several acquisitions 
now under active consideration,” 
has purchased Mining 
Corp., whose interests include in- 
surance, mortgage banking and 
land development. 

Mining 
utility properties and resort mo- 
tels in Florida. 


tovalty 


toyalty also operates 





SOUTHEASTERN CHINA GLASS & GIFT SHOW 
Room 305, Henry Grady Hotel, Atianta, Ga., July 17-20 


NATIONAL RETAIL JEWELERS’ CONVENTION 
Spaces 205 & 206, Waldorf Astoria, New York, N.Y., Aug 14-18 


CHICAGO GIFT SHOW, Spaces 109 & 110 
IIinois Room, LaSalle Hotel, Chicago, Ill., July 31-Aug. 11 


CALIFORNIA GIFT SHOW 
Room 7341, Biltmore Hotel, Los Angeles, Cal., July 24-29 


SAN FRANCISCO GIFT SHOW 
Space 2.4, Western Mdse. Mart, San Francisco, Cal., Aug. 7-10 
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4, SPECIALTY 
AT LITTLE COST TO YOU 


With a small investment in samples you receive a full color easel for 
display, illustrating all the Silver City pieces available in the distinctive 
monogram pattern — a sure fire attention getter, as well as the answer 
to the most discriminating shopper. Write for free brochure illustrating 
complete line of monogram pieces available. 


Display Silver City regularly for more traffic — and sales. 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. 
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This is “Pay Dirt” For You! 


Look at the manufacturer who for the first time sent us a lot of 
floor sweeps. It was processed in the usual manner. The value 
recovered by Handy & Harman was $143.00 more than he had 


received from similar sweeps sent to other refiners. Handy & 
, : HANDY & HARMAN 


82 Fulton St., New York 38, New York 


Harman recovers all there is to recover and pays you in full value. 


Turn refining problems into PROFITS. There are six HAnpy & 
HarMAN refining collection plants to serve you conveniently wher- 


ever you are. Send your refinings to HANpy & HARMAN and see 


how much they ATC really worth. 








Jewelry firms aiding 
U. S. in missile race 


With the missile race growing 
hotter, several jewelry industry 
firms have stepped-up their diver- 
sification programs to meet the 
needs of military and civilian air- 
craft development. Items: 

Bulova Research and 
ment Laboratories, Inc. has devel- 
oped a new ultra-precise timer for 


Develop- 


checking missiles before they are 
launched. The device will tick off 
elapsed time intervals with an er- 
ror of less than 100 millionths of 
a second. 

Elgin Micronics has announced 
plans to purchase an eight-acre site 
to house a new research and engi- 
neering plant. The Micronics divi- 
sion specializes in high-precision 
devices, chiefly for guided missile 
and automatic aircraft control sys- 
tems. 

Speidel’s 1ll-year-old 
division has announced the devel- 


industrial 
opment of a tape recorder-repro- 
ducer that is a standard component 
in the nose cone of Air Force “‘At- 
las” re-entry vehicle instrumenta- 
tion systems. Speidel-made equip- 
ment is now used in several mili- 
tary missile systems. 

Ronson Corp. has announced that 
sales of aircraft hydraulic valves 
and rare earth metals and alloys 
accounted for 7 per cent of the 
firm’s 1959 sales volume. 
for 1960 is 9 per cent. 


Forecast 


Government competition 


with retailer may ease 
The White House and the De- 


fense Department are under new 
pressures to pull the government 


out of 


stores and other retailers. 


competition with jewelry 

A Senate committee report ac- 
cuses the Eisenhower Administra- 
tion of dragging its feet in moving 
in to kill off the 


many commercial-type 


government's 
activities 
that compete with private enter- 
prise. 

several] White 
House spoke of its intent to halt 
government activities which com- 


vears ago, the 


pete with taxpaying enterprises. 
But the 
agencies concerned were reluctant 
to support the White House. Each 


wished to keep its 


many departments and 


agency husl- 


von 


tte 

ON THE SPOT: Dave Garroway, star 
of NBC-TV’s “Today” show and self- 
taught watchmaker in his spare time, 
hears Swiss factory official explain 
new testing device during his 5-day 
tour of the quality watch industry in 
Switzerland. Garroway got briefly 
into a watch assembly line, visited 
watchmaking schools and museums, 
will show U. S. audiences film he 
made of the entire trip. 





ness going; and the White House 
was reluctant to knock any heads 
together. 

The military has 
gestions that it get out of the re- 
tail business. But a new break in 
that problem may be in the offing: 
retailers are hopeful for 


resisted sug- 


foreign 
a reduction in the number of lux- 
ury goods allowable in military 
post exchanges abroad, and for a 
revision of the price demarcation 
separating a luxury from a non- 


luxury PX item. 


Bulova wheelchair team 
is national runnerup 


The Bulova ‘‘Watchmakers’’ 
wheelchair basketball team, com- 
prised of watchmaking students 
and graduates of the Joseph Bulova 
School of Watchmaking, won sec- 
ond place in the national wheel- 
chair tournament Mar. 24-26 in 
Woodside, N. Y. 

They lost in the final round to 
the Flying Wheeis of California. 

Two of Bulova’s team 
named to the All-American wheel- 
chair team: Patrick Killeen of 
Jackson Heights, N. Y., a grad- 
uate; and Bob Bagwell of Atlantic 
Highlands, N. J., a student. 

The Bulova team hopefully will 
compete in the wheelchair Olympics 
late this summer in Rome. 


were 





|. B. Goodman plans own 
Puerto Rican facility 


I. B. Goodman Manufacturing 
Co. in Cincinnati is planning to set 
up its own jewelry manufacturing 
training center in Puerto Rico, to 
provide facilities for the firm’s ex- 
panding operations. 


It was previously announced 
that Goodman would work with 
Faleck & Margolies, New York 


diamond setting firm, and with 
Zale Jewelry Co., to establish a 
Puerto Rican jewelry industry. 
“Although we _ will cooperate 
with Zale and Faleck & Mar- 
President Goodman said, 
independent 


golies,”’ 
“ours will be an 
operation. 

“We have found that the in- 
creasing demand for jewelry for 
jobbers and _ other 
expansion. We 


our Many 
sources requires 
hope we can, along with Zale and 
Faleck & Margolies, initiate a 
Puerto Rican industry that even- 
tually will provide the necessary 
room for expansion of each of our 
firms and others who will follow 


us. 


IF 
YOU... 


@ Inspected jewelry-store watch 
repair departments from coast 
to coast. 

@ Sent a three - page detailed 
questionnaire to several hun- 
dred well-known jewelers. 

® Consulted materials houses 
and wholesalers of equipment. 

@ Corresponded with a _ dozen 
trade repair houses and com- 
pared their prices. 

@ Had day-long interviews with 
other repair department 
heads... 

CHANCES ARE you could make 

more profits from your repair de- 

partment. But this would be quite 

a job, and few of us would have 

time to do it. A simpler way would 

be to find out from someone who 

did. Bill Scheibel, for example, 

who authored ‘‘How to Make More 

Profits from Your Repair Depart- 

ment” for JC-K. Now, his entire 

report is available in a 32-page 
illustrated booklet. 

To get your copy, send $1.50 
to Jewelers’ Circular - Keystone, 
Chestnut & 56th Sts., Philadel- 
phia 39, Penna. 
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When Baldwin guarantees | 
the quality of their expansion j 
bands, Baidwin means it. 
Any band returned as 
defective will be replaced 
at Once, no questions 
asked. You can give 

your customers your 

own guarantee of 
complete satisfaction 
with a Baldwin Band 
—backed by an 
outstanding record 

of trouble-free 
performance, and 
Baldwin's 

no-nonsense 

replacement 


LDWIN 


ANDS 
for 
new 
catalogue 


oe 





BALDWIN BRACELET CORP. 
22 West 48th Street, N. Y. 36, N. Y. 





e CREDIT FORMS Receipt Books 
Credit Cards. Contracts. Ledaer Sheets. etc. 
Samples Sent Free 


S.J. SURNAMER CO., Inc. 
253 W. 26 Street New York 1. N. Y. 








VALUE—QUALITY—SERVICE 


Adolphe Adler 


an 


Diamond Cutters 


and 
importers 


All sizes and qualities from 1 pt. single 
cuts to large stones. 


Selections of round & fancy shapes. 
Memorandum selections upon request. 


Liberal terms without extra charge fo 
well rated firms. 


630 - 5th Ave. 


New York 20, WN. Y. 
Circle 6-7315-6 
JOHN GRAY—Management 
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FAST 


» Holzer Watch Co., Inc.. has leased 
the entire sixth floor of the building 
at 420 Madison Ave., will use it for 
its executive offices. 

» Melvin Rudolph has been appointed 
co-chairman of the initial gifts divi- 
sion of the 1960 Jewish Welfare Cam- 
paign. Rudolph, chairman of the 
board of Rudolph’s Jewelers in Syra- 
cuse, N. Y., is also currently serving 
as president of the Jewish Commun- 
ity Center in Syracuse. 

» Harry Gamler returned in late May 
from a two-month tour of the Euro- 
pean jewelry, diamond and watch 
markets. He is president of Gamler’s 
Jewelers in Buffalo, N. Y. 

» Jerome M. Wilson, president of 
Wilson’s Leading Jewelers and of two 
other namesake firms in Syracuse, 
N. Y., will be the Democratic candi- 
date for Representative in the U. S. 
Congress this fall. One of Syracuse’s 
best known residents, Wilson will run 
against incumbent Rep. R. Walter 
Riehlman (R., N. Y.). 

a The big Uncle Sam diamond, mined 
in 1924 in Murfreesboro, Ark., at 
40.23 carats, is now on display at the 
American Museum of Natural His- 


tory in New York, as a 12.4-carat 
emerald-cut gem. Owner of the stone, 
Peikin Fifth Avenue, Inc., Jewelers, 


who are at 704 Fifth Ave., New York, 
value the stone at $250,000. Stone is 
in the Museum’s Morgan Hall of 
Minerals and Gems. 

» New offices of the International 
Jewelry Workers Union in New York 


are at 152 W. 42nd St., Suite 1131. 
President is Harry Spodick. 

se Panther International Ltd. has 
moved from 21 W. 47th St. in New 


York to the new Fabrikant Building 
at 1200 Sixth Ave. 

s Gubelin Swiss watch making 
firm, has established a manufacturing 
and wholesale division, which will 
work from its offices at 673 Fifth 
Ave., New York. Because of its new 
setup, Gubelin has terminated the ap- 
pointment of Holzer Watch Co. as 
its representative to the trade. 

» Carl Trachtenberg, New York im- 
porter of precious stones, left April 
22 for a six week tour of Europe, 
which will combine business and 
pleasure. 

»s The Jewelers Square Club held a 
meeting May 23 at Churchill’s 
taurant in New York. 

» Carl M. Fishel of Trifari and Ger- 
ald Rosenberger of Coro, Inc., served 
as vice-chairmen of the National Re- 
tailers Committee for the 6lst an- 
niversary dinner of the National Jew- 
ish Hospital at Denver, which was 
held May 18 at the Waldorf Astoria 
Hotel in New York. William T. Lusk 


sros.. 


tes- 





member of the 


Was a 


of Tiffany’s 
committee. 

» Col. Harry D. Henshel, vice-chair- 
man of the board of Bulova Watch 
Co., will be honored by the United 
Jewish Appeal at a dinner June 16 


at the Hotel Pierre in New York. 
Henshel headed UJA’s jewelry divi- 
sion fund-raising drive in 1958 and 


1959; 1960 chairman is Walter Kar- 
lan. 

s Max A. Lazarus, president of L. & 
R. Manufacturing Co., has added 10,- 
000 square feet of space to the firm’s 
Kearny, N. J., plant. Firm makes 
watch cleaning machines and supplies. 
e Henry B. Fried, noted horologist 
and horology consultant to JC-K, gave 
a demonstration of various testing de- 
vices for waterproof watches at the 
April meeting of the Horological So- 
ciety of New York. 

» Harry R. Missimer has been elected 
treasurer of J. E. Caldwell & Co. in 
Philadelphia. Hugh Green, vice-presi- 
dent for merchandising, has _ been 
named a director. 

a The Maiden Lane Outing Club will 
gather in the foothills of the Ramapo 
Mountains June 18 for its 37th sum- 
mer outing, at the Spring Rock Coun- 
try Club in Spring Valley, N. Y. Bob 
McCormack of Charles F. Winson Co. 
is chairman of the outing committee, 
is planning golf, swimming, tennis, 
volleyball, horseshoes and darts fo: 
the members, plus an evening roast 
beef dinner. 

» Georgia Nelson will operate a jew 
elry store in the new Aurora Village 
shopping center in East Aurora, N. Y. 
She is secretary of the center mer- 
chants association. 

» Arthur H. Hoyler has been elected 
president of the Jewelers 24 Karat 


Association of Western New York, 
succeeding Grace M. Massman. Other 
1960-1961 officers-elect: Alfred A. 
Cohen, vice-president; Grace Mass 


man, treasurer; Edith Marks, record- 
ing secretary; W. Ray Hoover, cor- 
responding’ secretary. Installation 
dinner was held May 10 at the Buf- 
falo Trap & Field Club. Newly-elected 


directors: Alfred A. Cohen, David 
Dattner, W. Ray Hoover, Ray E. 
Staff. 


s Okies Corp., New York export-im- 
port firm, has moved its offices to 
room 916, 55 W. 42nd St., New York. 
s Phillip’s Jewelers has moved to 
new quarters on Market St. in John 
sonburg, Pa. 

s Harold Finkle, employed for the 
past 20 years as manager of Ru- 
dolph’s Jewelers in Syracuse, N. Y., 
is now an associate partner in the 


firm of James Paster Jewelers, Inc., 
of Albany, N. Y. 
JEWELERS’ CIRCULAR-KEYSTONE, JUNE 19¢ 
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» Golden Jewelers opened in mid- 
April at 181 E. Front St., Plainfield, 
N. J. Firm was at 129 W. Front St. 
» Higginbotham’s Jewelry in Littles- 
town, Pa., is celebrating its 20th an- 
niversary. 

a Littman Jewelers recently opened 
its ninth store, in Menlo Park shop- 
ping center, Menlo Park, N. J. Other 
stores in the chain, which is owned 
by Hyman Littman and Louis W. 


NEW 


» More than 436 persons attended 
the annual ball of Boston’s Diamond 
Peacock Club at Hotel Somerset. An 
innovation this year was the presen- 
tation of peacock pendants to all the 
ladies present. The attractive memen- 
to was made possible through the co- 
operation of club members represent- 
ing various facets of the jewelry 
trade. Dancing was enjoyed to the 
music of Ruby Newman’s society 
orchestra. A number of valuable 
prizes were awarded. 

es The Diamond Peacock Club’s an- 
nual outing and golf tournament was 
held recently at the Ledgemont Coun- 
try Club in Seekonk, Mass. 

e Arthur Bishop has announced the 
removal of Bedford Jewelers to a new 
address in the same community. The 
new address is in the Great Road 
shopping center. The former address 
was in the Bedford shopping center. 
se The 45th annual convention of the 
New Hampshire Jewelers Association 
will be held at Lake Tarleton Club, 
Pike, N. H., June 25, 26, 27. The usual] 
top flight golf tournament wil! be a 
highlight of the day. 

es Golf, bowling, a banquet and en- 
tertainment will highlight the June 
20 stag outing of the Boston Jewel- 
ers Club. Ellsworth Read, of Kettell 
3lake and Read in Boston heads the 
committee in charge. The affair will 
be at Commonwealth Country Club 
in Newton, Mass. 

s The Vermont Retail Jewelers As- 
sociation will hold its convention at 
“The Lodge” in Stowe, Vt., on June 
19 and 20. William Preston, Jr., of 
Burlington is association president, 
and Paul Aubin of Lyndonville is 
secretary-treasurer. 

e The “30” Club’s annual outing will 
be held at the Belmont, Mass., Coun- 
try Club on June 8. A golf tourna- 
ment and dinner highlight the event. 
M. Morton Selig of Benrus Watch Co. 
is in charge of arrangements. Ed 
Guiness of Louis F. Guiness Inc., Bos- 
ton, is president of the organization. 
» A silver service was presented re- 
cently to the USS Boston, the world’s 
first guided-missile carrier, at cere- 
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Farelick: New Brunswick, Perth Am- 
boy, Plainfield, Somerville, Trenton, 
Dover, Red Bank, Levittown, Pa. 

e J. Gerald Geiling, manager of Wil- 
bur’s Jewelers branch store in the 
Long Branch, N. J., shopping center, 
has been elected president of the local 
businessmen’s association. 

e Earl’s Jewelers has moved across 
the street to 161 Market St., Leech- 
burg, Pa. Owner is Earl P. Freilino. 


ENGLAND 


monies held in Boston Naval Ship- 
yard. The presentation climaxed a 
three-month campaign to raise funds 
for the gift. Vern Hitchens, a Boston 
banker, headed the drive. The ship 
had been the only cruiser in the ac- 
tive fleet not to have a silver service 
presented by the city after which it 
was named. The USS Boston was 
commissioned in 1943, but because of 
wartime restrictions no silver service 
was presented. 

» Simmons Jewelers, located at 
Federal St., Greenfield, Mass., closed 
in April after 25 years in business. 
Owner-Founder Joseph Simmons had 
before he came to Greenfield worked 
for 15 years with a jewelry manufac- 
turing business in Lowell, Mass. 

» Papandrea Jewelers has moved 
from 63 W. Main St. to a larger and 
remodeled store at 61 W. Main St., 
Meriden, Conn. James Papandrea, 
who operates the store with his son 
Edward, has also added new show- 
cases and fixtures, plans to expand 
the scope of the business. 

» Maclyn B. Besserman, operator of 
Lynn’s Costume Jewelry store in the 
Hotel Barnum in Bridgeport, Conn., 
has been selected by Abraham Lodge 
89 as B’nai B’rith Man of the Year. 
He is active in myriad Jewish phil- 
anthropiec efforts in Bridgeport. 


"”) 


Five at Gorham get 


long-service awards 
President Wilbur N. Norton of 
Gorham Manufacturing Co., re- 
cently sterling silver 
travs to five employees whose ag- 


presented 


gregate working total is 263 years 
and nine months. 

The persons honored, including 
four men and one woman: Frank 
J. Thoennissen, who began in June 
1906; F. Russell Woodward, May 
1909; Sarah A. L. Hart, September 
1908; Andrew J. Fiedor, June 
1903; Gustaf O. G. Franzen, Sep- 
tember 1909. 
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BC2 — Unusual 
14K y.g. 
cultured pear! 
music charm 
30.00 Keystone. 
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37—Afttroctive 
14K y.g. 
cultured pear! 
heart pin 
37.50 Keystone 


Cultured Pearl: 
-U lure CALLS 


The finest quality cultured 
pearls set in attractive 
14-Karat gold jewelry. 


= BOT WALNUT STREET 
PHILADELPHIA 7 
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it's A Knockout! 


New colors, new slogans, new ideas 
for your window! Only $8.70 monthly 
for a completely new window set-up 
each month . . . large cords . . . small 
cards displayers over 400 
matching price tickets. Write for 


‘ 150 West 46th St., 
Edwin reed int. WN. ¥. 36, Cl 5-3232 
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CHARMS 


Seid only direet te Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 
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Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
DIAMONDS CHINA O1w GOLD 
WATCHES GIFTWARE PLATINUM 
JEWELRY SILVER FIXTURES 
PEARLS Complete Stocks ANTIQUES 
CALL COLLECT FOR CONSULTATION 
Telephone: DEarborn 2-3407 


ame A\\AF Fret Oy 


Established 1880 


All inquiries Strictly Confidential 


MEMBER REFERENCE 
Jewelers Boord Your Lecel 
ef Trede Bonk 


NNN DOD WN 


Division ef M. Y. Finkelman Company 
29 6. Medison 3., Chicege 2, i. 
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The perfect 
WEDDING GIFT 


by SCHATZ 








14207 


SCHATZ ELECTRONIC 
MANTEL CLOCK 
retail $36.00 

7'/2" x 5Y/" x 45%" 
Polished brass and satin gilt finish. Silver dial with 
applied brass markers Piexi-glas cover with brass 
rim. Handsomely styled. Sensational technical de- 
velopment. !'> volt flash light battery lasting ({5 


months. Reliable time piece. Other styles available 
Write for complete catalogue and price list. 


HENRY COEHLER CO., INC. 
102 Fifth Ave.. New York |i. N. Y 
Phone OR 5-8067 
Chicago show room 31524 
Merchandise Mart. MI 2-4112 








MID-WES 1 


» Harry H. Weiner, Chicago jeweler 
for 30 years, has sold his stock in the 
Una Harvey Shops, Inc., and has 
opened the first of a planned five- 
stores in the Chicago area under the 
name Jessica Blair Shops. First store 
is at 79 E. Madison St. 

» Studio Watch tepair Service 
moved recently to new quarters in the 
20 East Delaware Building in Chi- 
cago, and has installed a complete 
ultrasonic cleaning and watch timing 
equipment setup there. 

» Don Blank, Midwestern sales man- 
ager for Hamilton Watch Co. is being 
moved and promoted July 1 to head- 
quarters in Lancaster, Pa. 

a Irving Hornick has withdrawn as 
president of Herman Frank Whole- 
sale Jewelers, Inc., and Harold Liss, 
formerly secretary and treasurer, is 
the new president. His wife, Barbara 
Liss, is now secretary. The company 
is located at 5 S. Wabash Ave., Chi- 
Capo. 

» Frank Jewelers, Inc., an _install- 
ment jewelry chain headed by Mar- 
vin M. Frank, at 29 E. Madison St., 
Chicago, has opened its ninth store, 
in the Winston Park Shopping Center 
in Melrose Park, Ill. All nine stores 
are in I)linois. 

em Some 72 Chicago Jewelers Asso- 
ciation members attended the May 
21 luncheon at the Palmer House. 
Three new members were elected: 
Jerome Hochberg, Robert A. Koff and 
tobert Meyer, all manufacturers rep- 
resentatives located at 29 E. Madison 
St., Chicago, Il. 

» Albert C. Becken, Jr., wholesale 
jeweler at 35 E. Wacker Drive, Chi- 
cago, returned in May from a three- 
month world tour. 

» The Chicago Jewelers Association 
nominating committee has picked the 
following slate of officers for the year 
1960-’61: president, Al Greene; vice- 
president, Jack B. Prins; treasurer, 
Vincent J. Newman. The new presi- 
dent will appoint the secretary. An- 
nual dinner was held May 19 in the 
k;impire Room of the Palmer House. 
»s Henry Honet, former secretary of 
Olson & Ebann, is now employed by 
Son & Prins Co., diamond firm at 55 
Ii. Washington St., Chicago. 

e Donald Pick has opened a jewelry 
shop on the ground floor of the Den- 
ver Hilton Hotel, Denver, Colo. Pick 
has been a Denver jeweler for 15 
years. 

a Charles H. Clark & Co. has moved 
0 534 16th St., Room 205, Denver, 
Colo. Firm had been at 1520 Champa 
St. Owner is Chester P. Cella, a 
former Clark delivery boy who bought 
the firm in 1945. 

» Conrad Hansen, who retired in 
1955 after some 70 years in the 
watchmaking business, 50 of them 
with Rovelstad Bros. at 162 E. Chi- 
cago St., Elgin, IJll., celebrated his 


89th birthday recently. 

= Stanley Stone, co-owner and vice- 
president of Basch’s Jewelers’ in 
Cleveland, Ohio, was honored recent- 
ly as Citizen of the Year of Uni- 
versity Heights. Stone is president of 
the Cleveland Heights - University 
Heights Little League, has been ac- 
tive in boys’ baseball programs for 
20 years. 

a Gretch Jewelry, a new business, 
has opened in Wells, Minn. Owner 
Robert Gretch, who was a watch re- 
pairman for six years in Minneapolis, 
purchased the store from William 
Thompson. 

=» Ray Kincaid has opened a second 
Kincaid Jewelry, in the Coventry 
Plaza shopping center. Mrs. Kincaid 
serves as bridal consultant for the 
stores. 

» Anne Liebermann of L. A. Lieber- 
mann Jewelers in Joliet, Ill., has been 
elected vice-president of the Credit 
Association of Greater Joliet. 

s Lanza Jewelers has opened in the 
Miracle Lane Plaza shopping center 
in New Philadelphia, Ohio. Owner 
Joe Lanza has another store, at 201 
W. Third St., Dover, Ohio. 

s Burton Selik has been appointed 
sales manager of Meyer Jewelry Co. 
in Detroit, Mich. Meyer operates a 
chain of Treasure Chest stores. 

» Annual picnic of the northwestern 
guild of the North Dakota Jewelers 
and Watchmakers Association was 
held in Garrison, N. D., in conjunc- 
tion with the group’s quarterly meet- 
ing. 

=» Robert Wise has been appointed 
assistant diamond appraiser and buy 
er for Oscar Dunkin of Dunkin Jew- 
elers in Mansfield, Ohio. 

s Rovang Jewelry, begun in Fergus 
Falls, Minn., in 1907, has closed. 

» Morey’s Jewelers has moved to 419 
N. Broadway, Pittsburg, Kan. Owner 
is Morey Zukav. 

=» Robert J. Lessa has been elected 
treasurer of Rogers Jewelers’ five 
stores in Ohio. Owner of the chain is 
Jack Le 


Columbus. Firm is 


Ratner, who headquarters in 
rycr it; 


+ 
iii 


celebrat 
10th anniversary. 

=» Royal Jewelers, Inc., in Fargo, N. 
D., has opened a new jewelry store, 
in Grand Forks, N. D. Melvin E 
Scott will manage the branch. Gen- 
eral manager of the firm is Lawrence 
G. Neima. 

s Grant Jewelry Co. in Harrisburg, 
Ill., has opened a store in the Eubanks 
Appliance Building at 17 S. Main St. 
Old location will be razed. Tommy 
Foster and John Hill are owners. 

=» Edwin’s Jewelers in Wyandotte, 
Mich., recently awarded its 25th an- 
nual trophy to the scholastic leaders 
of three Wyandotte high schools. 

s W. L. Carroll has moved his Clock 
& Watch Repair Shop into the back 
offices of the First National Bank 





Building in Sumner, Ill. He had been 
in Sturgis, Ky. 

» Ted Inman has opened a jewelry 
store at Center and Phoenix Sts., 
South Haven, Mich. He was president 
of the Grand Rapids Watchmakers 
Guild in 1951 and 1952. 

=» Boulder Jewelry Co. at 2041 Broad- 
way, Boulder, Colo., has expanded and 
remodeled its facilities. 
Mr. and Mrs. Bill Chamberlain. 

» Robert Basch has been installed as 
president of the Toledo Jewelers As- 
sociation. Basch, executive of Basch’s 
Jewelers, succeeds William Osterman 


(Qwners are 


Mayor's Jewelry pli to open 12 
in Dade County, Florida, 
during the next five years. President 
Irving Getz and Mrs. 


and widow 


‘w stores 


Getz. son 
respectively { founder 
Florida 


have since opened three 


Sam Getz, opened their first 
shop In 19358, 
more, the latest one in the 163rd St. 
Miami. Othe 
new store (opened in March) is 


Palm Village 


neal 


hopping center 
Springs shopp! 
ter. 
e Mr. and Mrs. Cecil McCurley have 
leased the old Citizen’s Bank B ing 
n Hartselle, Ala., and have 
ewelry store there. 
a (€. CC. Johnson. e1 
of W. H. 

a 


Kannapolis. iW « 


Leonard 


pen a new jew 
Shoppe, Inc. Ne 
St. and First St., 
“4 from Bain 
vd B. Thom: 
Va., has 
In Pulask 
anged to Floyd B. 


ler, Ine. 


heen CT) 
Thomas had operat 
| repair shop in Roanoke 
es 3. Mi. 
ently as president of 
n Jacksonville, F la., has become as- 


New Mutual 
Life Insurance Co. 


‘ ' } 
Sulzbacher, wh resigned re- 


Jacob Jewelers 


sociated with England 


a Two stores in Leesburg. 


jewelry 
Va.—Alendit Jewelers and the Jewel 
Box—have joined forces. Store own- 
ers respectively are Foy Parrish and 
Fred Spradlin, Jr. 

s Thomas Folsom, owner of a jewelry 
store in Jacksonville, Fla., was a 
candidate for election to clerk of the 
circuit court of Jefferson (Fla.) 
County. 

e Kingoff’s will open July 1 in a new 
building at 1012 N. Front St., Wil- 
mington, N. C. Store will be two 
stories high, will 
bridal and diamond departments, ac- 
cording to Vice-President William 
Kingoff. 

ae Louis Klayman has been appointed 
store manager for Dale’s Jewelers at 
313 Texas Ave., Shreveport, La. 

» The Tiny Jewel Box has reopened 
at 1105 Connecticut Ave. N. W., 


contain enlarged 


of Osterman-Levey 
headed the group for three 
Other 1960-’61 officers-elect: 
Neumann of Neumann Bros. 
ers, vice-president; Lewis N. 
man of Osterman-Levey, secretary; 
Robert Armstrong of Armstrong 
Watch and Diamond Co., treasurer. 

» Krauss Jewelry, Inc., Springfield, 
Ohio, has closed. 

es Jack Vargo has been named man- 
ager of the New Taylortown Shop- 
ping Center store of Shifrin Jewelry 
Co. President of the chain is Melville 
B. Conheim. 


SOUTH 


Washington, D. C. 

e Thomas Albritton has’ purchased 
Jordan’s Jewelry from Mrs. 
Flanagan. Store, in Mt. Olive, N. C., 


was opened 30 year 


years. 
Harold 
Jewel- 
Oster- 


” Echols Jewelers if on, Ga., has 
opened a bridal consultant service in 
its store. Consultant is Mrs. James B. 
chols 
n’s Jewelers has opened a 
ore in the Midland shopping 
Col imbia, S. CC. Chain now 
stores, 
Huntington Store i 
as opened a 


sSnerman 


Main St.. 


Kentucky 
pDianning te 
during Septembe) Ken- 
Fair. Displays will serve 
Fair on 


roducts and practices of 


‘nm visitors to tne 


industry. 
S. Berry of Cedartown, Ga., has 
purchased Hunt’s Jewelry Co. on 
Main St. from Homer Hunt. 
se New officers-elect of the 
Association of Baltimore are: R. Bur- 
ton Swerdlin of Jewelers, 
president; Gideon Stieff, Jr., of Stieff 
Co., first vice-president; Rolf Krug 
of Leon Levi, second vice-president; 
William Stubbins of John A. Tschan- 
tre, treasurer; Ruth Jewell, secretary. 
Elected to the group’s board of di- 
rectors: William Boss of S. Kirk & 
Son, Samuel Lakein of Lakein’s Jew- 
elers, Anton Fetting of A. H. Fetting 
Co., Marvin J. Greenberg of Green- 
berg Jewelers, Henry Brown of Max 
Kohner, Inc., Howard Greenebaum of 
M. Greenebaum & Sons, Gabriel M. 


Jewelers 


surton s 


Bleakman of Royal Jewelers Supply 


Co., Leonard Bers of Robert Bers & 
Sons. 

s Weaver’s Jewelers has opened at 
333-335 W. Main St., Durham, N. C 
Joseph E. Weaver is manager. 


Jewelers, who | 


Archie 





Get The MOST 
Out of Your Sales 


lf you want to run a cash-raising 
sale—or sell out your store for any 
reason—let us advise you without ob- 
ligation! The RIGHT decision may 
mean thousands of extra dollars to you. 


We will not accept your sale unless 
we are certain that it will be most suc- 
cessful. Our 35 years of experience and 


reputation is our guarantee. 


Write * Wire * Phone Collect 


No Obligation @ In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 


Auctioneers and Sales Specialists 


45 West 45th St., N. Y. 36, JU 6-2334 





5 Members Jewelers Board of Trade 

















The 

quality line and 
best seller .. . 
Styled 

for the Jeweler 
Write for local 


representative 


to call 


B. David Company 


2525 Vine St., Cincinnati 19, Ohio 














HERE THEY ARE! 


Sensational Anti-Tarnish 
Silva-Crystals’ keep silver 
gleaming without constant 
polishing. Just place jar near 
silver Attractive 
‘hostess’ pack of 3 

Keystone (24 packs t 

Now available to Jewelers, 
Distributors. (Sample $2.75) 


Grey Ind., Inc. 108 E. 96 NYC 28 


SILVA-CRYSTALS 




















SAVES ON 
INVENTORY 








e Makes rings 
larger or 
smaller 

@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


®@ No scratching. 
No marring. 


@ Reducing die with 4&4 
16 sizing holes permits 
the greatest range of 
reductions. 


Contact your wholesaler or 
write for literature to: 


new hermes 
154 West 14th Street, New York 11, N. Y. 


: only 5? 50 


Time Payments 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK Chine 
MASONS lronstene Ware 


129 Fifth Avenue, New York 3, N. Y. 




















Importers of 
ENGLISH CHINA 


aad 
EARTHENWARE 


Stock and Impert 


FONDEVILLE & CO., INC. 
148 Sth Ave., New York (6, H. Y¥ 
AL. 4-6164 














as Spring 


Sparkling Certified Wedding 
Rings of 14K gold designed 
to sell on sight. Coming 
your way soon from: 


CERTIFIED METALS Co. 
119 Edison Pl... Newark2 NJ. 

















GARNET JEWELRY 


Antique & New 
Ask for Free Catalog Memorandums invited 
HERZOG & ADAMS 


54 West 47 Street, New York 
Telephone: JUdson 6-275} 








SOUTHWEST Lf 


» The Texas Watchmakers Associa- 
tion annual Convention will be held 
June 11-12 in the Baker Hotel, Dallas. 
Election of officers will be held June 
11. Convention highlight will be a 
panel program with Ernest L. 
Seitzer of Fay’s Jewelers, Dallas, as 
moderator. tepresentatives from 
seven Texas material houses, will 
serve as panel members. Entertain- 
ment features will include a Get Ac- 
quainted Party at the Baker Hotel, 
sponsored by material houses, sup- 
pliers and jewelry jobbers. Conven- 
tion chairman is R. B. Raymund of 
R. B. Raymond Jewelers, Dailas. 
» New watchmaker at Green Jewelry 
in Altus, Okla., is William Sober. 
» Duane Bennett, who recently com- 
pleted the course in watchmaking at 
Southwestern State College, Weather- 
ford, Okla., has joined the watch re- 
pair department of Atkinson Jew- 
elers, 203 W. Randolph, Enid, Okla. 
=» Cecil Arrington, graduate of the 
School of Watchmaking at South- 
western State College, Weatherford, 
Okla., has joined the watch repair 
department of Sears, Roebuck and 
Co. in Houston. 
2» Thomas Jay McGrath, formerly 
connected with a branch Weber’s 
store in Fort Worth, Tex. recently 
moved to Oklahoma City, Okla., to 
become manager of Weber’s big down- 
town store at 142 W. Main. 
» J. B. Conover of Grand Prairie, 
Tex., has moved his jewelry and 
watch repair business to 116-B E. 
Main St. He is a former president 
of the Dallas Watchmakers Guild. 
» Gough Jewelers of Dallas, Tex., re- 
cently moved its downtown store to 
the arcade of the Mercantile Na- 
tional Bank Building. Store was in 
the National Bankers Life Building 
on Ervay St. 
=m Kenneth de Bessonet of Baton 
touge has been named president of 
the Louisiana Board of Examiners in 
Watchmaking. He succeeds George 
N. Adams of Alexandria. O. D. Pat- 
ton of Alexandria was named new 
member of the board. Other members 
of the Board of Examiners: F. A. 
Givens, Jr. of Baton Rouge, W. L. 
Huckabay of Monroe, Edward M. Volk 
of New Orleans. 
» Zale Jewelry Co. has re-opened its 
store near the campus of the Univer- 
sity of Texas in Austin, at 2236 Guad- 
alupe St. 
s Windt Jewelry Co. in Marshall, 
Tex., has moved to new quarters at 
114 S. Bolivar St. Owned and op- 
erated by Mrs. H. T. Windt, the store 
was at 105 E. Austin. 
=» New address of Goldstein Brothers 
Jewelry in Fort Worth, Tex. is 914 
Hall St. It was at 2608 Berry St. 
=» Ray’s Jewelry and Gift Shop has 


opened at 815 King St., Alexandria, 
La. 

» Jerome Michaelson, who recently 
purchased the remaining stock of 
Goldfarb’s Terrace Jewelry at 25 N. 
Robinson St., Oklahoma City, Okla., 
has changed the name to Michaelson 
Jewelers. 

»s Don Drake, who recently purchased 
Peden’s Jewelers at 104 W. Main St., 
Ardmore, Okla., has changed the 
name to Drake’s Jewelers. 

» J. B. Terry, who sold J. & B. Jew- 
elers and Fabrics in Delhi, La., has 
opened a watch repair shop at 211 S. 
First St. there. 

» Thompson Jewelry in Mountain 
View, Okla., has completed a remodel- 
ing program. 

2» Jones Jewelry opened in Weather- 
ford, Okla., Apr. 7 at 103 W. Main St. 
» Gordon’s Quality Jewelers has 
leased space for another New Orleans 
retail outlet in the final section of 
the Carrollton Shopping Center, now 
under construction. 

s DD. F. Rundell and Mrs. Clotee 
Clark have purchased J. B. Jewelers 
and Fabrics from Mr. and Mrs. J. H. 
Terry, have changed the name to 
tundell Jewelers and Fabrics. 

s Alvin L. Herbst has been appointed 
sales representative of Hamilton 
Watch Co., with a territory including 
Oklahoma and North Texas. He will 
make his headquarters in Oklahoma 
City. 

ws Doris Miller recently opened Dee’s 
Golden Nugget Jewelry in Scottsdale, 
Ariz., Box 156. 

=» Maleolm Straus, Phoenix, Ariz., 
who has served three terms as presi- 
dent of the Arizona Retail Jewelers 
Association, has purchased Leonard’s, 
Inc., luggage and gift firm, from 
Leonard Goldman. 

s McGuire’s Jewelry & Gifts, 405 
Allen St., Tombstone, Cochise County, 
Ariz., has been opened by Robert and 
Olive McGuire. 

=» Carl Durham’s Jewelry Store, Saf- 
ford, Ariz., in estate for four years, 
has been sold to Drue Hartin, a 
Pacific Beach, Cal., jeweler. 

=» Bells Jewelers, for 11 years at 126 
W. Washington, Phoenix, Ariz., has 
moved to new and larger quarters at 
134 West Washington. 

» Russell Bacon, former Idaho jew- 
elry store operator, has purchased 
Hartman Bros. in Salem, Ure. 

» The Gay 90’s Shop, operated by 
Zeke Ross, and featuring heirloom 
jewelry and antiques, has opened in 
Tombstone, Ariz. 

=» Clarence J. Johnson has opened 
Arizona Jewelry Manufacturing Co. 
at 805 E. Mohave Ave., Phoenix, Ariz. 
=» James W. Teal has opened Teal’s 
Gems, at 1028 E. Meadowbrook St., 
Phoenix, Ariz. 





Ye 


WEST COAS 


s The Southern California Guild, 
American Gem Society, met at Bill 
Storey’s Restaurant in North Holly- 
wood on Apr. 19, heard a lecture on 
gem cutting by Armand DeAngelus, 
Los Angeles importer and cutter of 
The May 17 meeting 
f{ the organization was held at Chap- 
nan Park Hotel, Los Angeles, fea- 
tured a panel discussion on the dia- 
nondscope. 
» The Central Coast Watchmakers & 
Jewelers Guild met at Golden Tee Inn, 
May 25. At the Apr. 
27 meeting these new officers were 
Donald C. Melby 
of Santa Maria; ident: Jack 


: a .r ' : 
rri of San Luis Obispo; secretary: 


precious stones. 


Morro Bay, on 
‘lected: president: 
vice-pre 
Spencer of Santa Maria; trea- 
Ted Siebert of Morro Bay. Di- 
are Glen! Lewis, William 
‘hn and Ma irice Reed. 
e Members of the Santa Barbara 
Guild, Watchmakers & Jewelers, met 
it El Celito Re Bar- 
ara, on Apr. 27. 
»s A “Parade of Gems,” sponsored by 
City Lapidary Society, 
Inc., was staged in the Armory Build- 
ing, Azusa, Cal., April 16-17. 
es Maurice 
Cal., marked his 
versary in April. 
e The Southern California Jewelers 
Golf Association held its 
pring tournament at the California 
The follow- 


staurant. Santa 


Canyon 


ft 


jeweler ol 


10th 


teed. 


Y ; | 
LOdDIeS, 


annual! 


Country Club on Apr. 7. 
ing new officers were elected: presi- 
dent (1961-62): Leonard Ross of 
Kreisler; president (1962-63): Larry 
Hutchison of Ball Co. Rudy Apffel 
was named chairman of the board of 
directors. 

e Members of the Oregon State Jew- 
elers Association met at the Congress 
Hotel in Portland May 14, for annual 
election of officers. The slate: presi- 
dent: Martin Zell of Portland; first 
vice-president: Allan Stevens of 
Salem; second vice-president: Nate 
Packouz of Portland; secretary-trea- 
surer: Frank Breall of Portland; 
chairman of the board: John J. Tobin 
of Oregon City. 

e Milt Joffee has appointed 
West Coast sales representative for 
K. Polishook & Son Corp., New York, 
will make his headquarters at 607 S. 
Hill St., Los Angeles. 
e Nelson Perry, formerly with the 
San Francisco headquarters of E. W. 
teynolds Co. and later with S. M. 
Mickelson Co., has joined the office 
staff of S. H. Friend, diamond im- 
porter and wholesaler in San Fran- 
cCisca., 

s Kent B. Ross, a watchmaker at 
Seott’s Jewelers, Upland, Cal., for 
the past nine years, with his wife, 
recently purchased B 


been 


»>OSSOIMN 


Elaine, 


ip SUI AR KEYS 


Jewelry in Claremont, Cal., will op- 
erate it as Ross Jewelers. 

a Jay M. Foreman, Jr., owner of 
The House of Clocks, 411 W. Seventh 
St., Los Angeles, has just completed 
and expansion program, now features 
free pick-up and delivery service in 
Los Angeles by its own trucks. House 
of Clocks is a warranty service for a 
number of national manufac- 
turers. 

e Zell Brothers. Portland. ()re., won 
first prize award for their window 
display in the jewelers’ classification 
during the Portland Retail 
Trade Board’s Spring Opening Mar. 


clock 


annual 
i. Second award went to Carl Greve 
Jewelers, third to Dan Marx & Co. 
Miller & Co., Portland, 
moved recently from 510 S.W. Yam- 
Trall- 
ways Bus Depot, 516 S.W. Salmon St. 
a Ollie Cohen, part owner and man- 
ager of M. M. 
W ash., recently took over full owner- 
ship of the firm. 
e Malcolm Karfstedt, jeweler, 
recently from 1406 Fourth Ave. 
tle, to a larger store in the 
Village, Lynnwood, Ore. 
» Clarence O. Villaume, formerly at 
115 E. Yakima Ave., Yakima, Wash., 
has moved to a new location at 16 N. 
Second St., and has taken David A. 
Van into partnership. The 
store is now known as Twin V Jewel- 


es Frederick 


ah ‘ . . 
hill St.. to a new store in the 


Jewelry in Spokane, 


moved 
Seat- 


James 


Cleave 


rs. 
2 Two new jewelry stores were open- 
ed recently in Tucson, Ariz. They are 
Carter’s at 66 E. Pennington, and 
Foothill Jewelers, at 633 E. Fort 
Lowell. 

es The Phoenix, Ariz., office of The 
~acific Diamond Co. of San Fran- 
cisco was moved recently from 1640 
E. Camelback Road to Room 305, 
Goodrich Bldg., where G. Darrell Ol- 
son represents the firm in the South- 
west. 

se John L. Job has opened Hunt’s 
Jewelry, 5922% N. Figueroa St., Los 
Angeles, in what was formerly the 
House of Time. He specializes in re- 
pair work for the trade. 

» Wesley R. Porter is now with 
3erggren Jewelers, Van Nuys, Cal. 

s Leading Jewelers Association has 
1144 S. Robertson Blvd., 
Suite Four, Los Angeles 35, Cal. 

s Parsonage Jewelers has moved to 
864 E. Second St., Pomona, Cal. It 
had for 25 years been at 196 W. 
Second St. 

s Herbert and Rohrer moved recently 
from 1238 Fourth St. to 1219 Fourth 
St., San Rafael, Cal. 

=» Reader’s Jewelers in Santa Monica, 
Cal.. is celebrating its 40th anniver- 
sary. Ray Korby is manager of the 
firm. 
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America s - Most 
Beauti ully Styled 
Diamond Rings 


GOMEZ 
MEG. CO. 


657 Massion Street 
San Francisco § 


Telephone YUkon 2-6828 








You'll often 


up a new sale by cleaning 
your customers’ jewelry the 
modern ultrasonic way with a 
HERMES SONIC ultrasonic 
cleaner. Cleans your stock too. 
Only 8” total counter space. 


Hermes Sonic Corp. 
13-19 University Place, New York 3 


EMERALDS 


Loose or mounted. Memo selections to rated 
jewelers. Write 


I. WIDESS & SONS MAdison 6-147] 
220 W. Sth Street. Loe Anaeles 13. Calif. 














\Gp BLACK STAR SAPPHIRES 
$1.25 per carat 


In lots of 50 carats or more, 

y, assorted sizes . . ALSO 

sn @* FINER STONES From $2 to 
Port? $10 per carat. 


INTERNATIONAL GEM & PEARL CO. 





220 W. 5th St., Los Angeles 13, Calif. MAdison 4-1777 





FOR INCREASED SALES AND BIGGER CASH PROFITS 7 


Deal Direct!—Save! Get very best diamond values’ 
Rough stones cut in our own modern plant Supplied 
direct to you in fine mountings, in best selling styles 
No piled-up ‘“‘mark-ups’’ to inflate your price, lower 
your proffts. Finest service, effective selling aids 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 
details of our unusual offer, or phone PL 7-1236. 





—=C§LEAMLIGHT, 71 W. 47th St . Dept. K. New York 


93 











RUNNING A 
SUCCESSFUL SALE 
AN ART 


e - 
5% 


By Manny Silverman 


YOU ARE NOT GETTING WHAT 


YOU SHOULD FOR YOUR STORE, 
IF YOU ACCEPT UNDER 100¢ 
ON THE DOLLAR 

FOR YOUR INVENTORY... 


Without at least giving me the oppor- 
tunity to come to your store (at my 
expense) to see if this cannot be 
accomplished. 


We have accomplished this for hun- 
dreds of Jewelers. | am listing 9 of 
the most recent stores, where success- 
ful results have been achieved, and is 
presently being achieved. 


1. Hanley Furniture & Jeweilry— 
Lockland, Ohio 
Gelula Jewelers, Inc.—Atlantic City, 


Roseburg Jewelers—Roseburg, Ore. 

Brent's Jewelers—Richmond, Calif. 

Gilmar Jewelers—Cuyahoga Falls, 
Ohio 

Jay-Win Jewelers—Dearborn, Mich. 

Josephs Jewelers—West New York, 


Kings Credit Jewelers—Shreveport, 
La. 
9. Maney's Jewelry—Big Rapids, Mich. 


IN MOST OF THE ABOVE STORES THE 
TOP OFFER FROM THE LIQUIDATORS 
WAS UNDER 50c ON THE DOLLAR, IF 
THIS HAD BEEN ACCEPTED THESE 
STOREKEEPERS WOULD HAVE LOST 
THOUSANDS OF DOLLARS. 


If you accept under 100¢ on the dollar 
you too will lose thousands of dollars. 


iS IT NOT GOOD COMMON SENSE, 
THEREFORE, TO LET ME LOOK THE SIT- 
UATION OVER (AT MY EXPENSE)? 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES | 
580 Fifth Avenue, N. Y. 36, N. Y. 
Telephone: Plaza 7-4692-3 








Executive Appointments 








Whidden Allen 
R. Harvey Whidden 
named executive vice-president 
for marketing of Bulova Watch 
Co. Whidden has been a vice- 
president since 1957. 

John D. Shaw and John C. Cairns, 
general manager of direct 
lines for International Silver Co. 
and president of The Stanley 
Works respectively, have been 
elected of International] 
Silver. 

Richard T. Arnold 
elected president of Sesta Corp. of 
Boston. Sesta recently ap- 
pointed Speidel distributor in 
New England and of New 
York, has acquired all the assets 
former distributor, 
Offices at 10] 


has been 


sales 


directors 


] 1 E 
nas pneen 


Was 
parts 


of Speidel’s 


Sonac Corp. are 
Tremont St. 
John R. O'Kane. 


general sales 


vice-president 
and manager 
Gorham Co., 
tor of the firm at its annual meet- 
Gorham is Gorham 


was elected a direc- 
ing Apr. 29. 
Manufacturing’s sales subsidiary. 

Thorne, former western 
manager for Benrus Watch 
has joined Waltham Watch 
in Chicago as vice-president 
in charge He 
will operate from Waltham’s new 


Aaron 
sales 
Co., 

Co. 

of western sales. 
Los Angeles headquarters. 
Herb Bronska has been 

president of Bron 
maker of Marlana Jewelry 
cago. 

Henry G. Allen has 
vice-president for manufacturing 
of Oneida Ltd. Silversmiths. Allen 


elected 
Bros.. Inc.. 
in Chi- 


been elected 


Cairns 


of 


A 
Arnold 


Mendler Prestin 


has been Works 
March, 1959, was elected a direc- 
tor in 1954. 

L. W. Prestin and C. C. Mendler 
have named respectively 


Since 


Manager 


been 
vice-president-director of market- 
ing, a new position, and head of 

. 


new sales product development o! 


Prestin will co- 


Sunbeam 


ordinate 


Corp. 
all divisions 
marketing activities. Mendler w 
market studies, 


and 


1] 


sales 


do product and 
will handle other sales policy as- 
pects of the firm. 

Kimball Morsman Page has been 
appointed of the 


of Kirk & 
Raltimore Silversmith and jewelry 


manager retail 


, | , . 
samuel son, 


division 
firm. He had been with Marshall 
Field & Co. in Chicago. 
J. W. McDonald, who joined W. A. 
Sheaffer Pen Co. in March as 
to the finance vice-pres! 


has 


as- 


sistant 


dent. been named treasure! 


and assistant vice-president of 
the firm. 

Edward W. Jamison 
W. Hawthorne 


vice-presidents of 


and James 


have heen elected 


General Time 
Jamison, who also becomes 
director of finance, will 
Hawthorne 
merly of the firm’s 
Westclox division. G. G. Ellis was 
elected treasurer of the firm, will 


Corp. 
continue 
as secretary. was for- 
controller 


continue to serve as comptroller. 
Howard Koerpel ap- 
director ser- 


has been 
of jewelry 


Meyer & Neben- 


advertising 


pointed 
vices for Toblas, 
zanl, 


services for retail stores. 


specialists in 


Bronska Thorne 








Obituaries 








M. Marcus Rosnov, 62, son of the 
founder of M. Rosnov, 54-year-old 
jewelry firm on Sansom St. in 
Philadelphia, died May 6. He had 
retired five years ago as a partner 
with his brother Saul in the store. 
He had served for many years on 
the executive board of the Sansom 
St. Businessmen’s Association, 
was active in local jeweler activi- 
ties. 

Frederick A. Dieterich, 73, presi- 
dent of the Universal Chain Co., 
maker of jewelry chains and links 
in Maplewood, N. J., died Apr. 14. 
Henry John Donnelly, 71, opera- 
tor of a jewelry store in St. Al- 
bans, Vt., died in April. 

Albert Pafenbach, onetime owner 
of Albert Pafenbach Jewelry in 
Pittsburgh, Pa., died in April. He 
had been in the jewelry business 
for 60 years before his retire- 
ment. 

Willis Boice Case, 58, operator of 
a jewelry store in Bradford, Pa., 
died in mid-April. 

R. G. Lenzen, 60, jewelry engraver 
in Houston, Tex., for many years, 
died in mid-April. 

Maurice Klar, 70, retired jeweler 
in Muskogee, Okla., died recently. 
William P. Morgan, president of 
Morgan & Allen Co., San Fran- 
cisco wholesale jewelry firm, died 
Apr. 18. 

Gustav Woelfel, 81, 
Dee’s Jewelry in Scottsdale, Ariz., 
died Apr. 11. 

Arthur Davis, 71, owner of Davis 


Toledo, Ohio, died 


Co-owner of 


Jewelers in 
Apr. 24. 

Thomas R. Reid, onetime nation- 
jewelry auctioneer 
lowa, died re- 


ally-known 
from Dubuque, 
cently. 

William k. (,ross, 76. president of 
Fred Gross & Sons, Inc., jewelry 
firm in Baltimore, Md., died in 
April. 

Melrose Howard Tappan, Sr., 79, 
founder of Tappan’s Jewelry in 
Gainesville, Tex., died recently. 
He had owned a store in Sherman, 
Tex., from 1927 to 1950. 

Harry J. Meng, 84, who opened a 
watch repair Buffalo, 
N. Y., in 1897, moved to Hamburg, 
N. Y., in 1924, died Apr. 21. 
Howard L. Brooks, 52, secretary 


shop in 


and vice-president of Peoria 
Jewelry Co. in Peoria, Ill., died 
Mar. 31. 

Fred W. Rose, 87, whose jewelry 
store at 105th St. and St. Clair 
Ave. in Cleveland had been a 
landmark for more than half a 
century, died recently. 

Harry E. Poe, 56, owner of Poe’s 
Repair Shop in Ravenna, N. Y., 
died Apr. 6. 

Louis B. Klar, 67, owner of Gray’s 
Jewelers at 412 S. Main, Tulsa, 
Okla., died in late March. 
William Henry Carter, 55, owner 
of Carter Jewelers in Dallas, Tex., 
died in late March. 


Senate sleuths uncover 
advance fee racket 


Small businessmen must beware 
of swindlers: a new version of the 
old advance fee racket is fleecing 
small businessmen out of from $25 
to $58 million a year, Senate in- 
vestigators have concluded. 

A slick-tongued salesman takes 
a fee from a small businessman in 
need of a loan, promising to find 


him credit or investment money. 
The salesman doesn’t produce, but 
the advance fee, ranging from $125 
to $6,000, is lost. 


Special packing charge 
is subject to excise 

The Internal Revenue Service has 
ruled that charges for packing 
clocks in special material for retail 
sale to a particular customer must 
be included in the sale price for 
purposes of the retail excise tax. 

The ruling came after IRS was 
asked whether or not the excise tax 
was applicable to clocks packed for 
shipment in special protective ma- 
terials. 

The special material is used ex- 
clusively in packing clocks sold to 
one customer, is in addition to the 
standard packing’ required for 
clocks sold in regular trade. 

IRS said the Internal Revenue 
Code provides that any charge for 
“coverings and containers of what- 
ever nature” must be included in 
the price for which the article is 


sold. 
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Promotional 
items 
Available : 
On-Guaranteedm 
Sale-Basis @& 





All Phones 
RAndolph 
6-9550 








Planning A STORE-WIDE SALE? 


: ‘ KIT 
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WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


J. BIELER PROMOTIONS 


$50.00 
IS YOUR 
COST—FOR 
OUR “DO-IT 
YOURSELF” 
COMPLETE 
PROMOTION 
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we See 


WHOLESALE DISTRIBUTORS 
29 E. Madison St. (Heyworth Bidg.) Chicago 2, II 











SALESMEN 
WANTED 


Somewhere in America 
There are 3 Men Who 
Are POSITIVE 

SALESMEN ... 
The Healthy Financial 
Future of These Three Is 
Automatic If They Measure 
Up to The Requirements of 
MODERN SELLING 
to Leading Jewelry Stores 
All Over The Country. 


FELCO is America's oldest 
cultured pearl specialist .. . 
We are dependable 

what we sell, we deliver . . 
the quality of our product 
is peerless 


FELCO |S EMBARKED ON 
A VIGOROUS PROGRAM 
OF PROMOTION AND 
MERCHANDISING WHICH 
IS PRODUCING NEW 
DEALERS FOR US AND 
ADDING PROFITS TO 
JEWELRY STORES OVER 
THE COUNTRY 


If you have a sales personality 
and can make constructive 
profitable use of the 

SOUND MERCHANDISING 
IDEAS we supply, 

THE PRESTIGE BACK. 
GROUND we have. 

THE QUALITY PRODUCT 


we are known for! 


We want to aad YOu 


to our sales force 


FELCO CULTURED PEARLS 


Jack J. Felsenfeld, Inc. 


7 Maiden Lane, New York 38 WN. Y. 














COMING EVENTS 


JU N €E 


1-3—National Wholesale Jewelers 
Association annual convention, Edge- 
water Beach Hotel, Chicago. 

7-8—Educational Jewelry Manufac- 
turers Association annual convention, 
Chicago. 

10-26—Federation of British Indus- 
tries Fair, Coliseum, New York. 

14—Providence Jewelers Club an- 
nual clambake, Francis Farm, Reho- 
both, Mass. 

17-20—American Watchmakers In- 
stitute premiere convention, Morrison 
Hotel, Chicago. 

19-21—_-Vermont RJA annual con- 
vention, The Lodge, Stowe. 

20-July 5—Chicago Internationa! 
Trade Fair, Navy Pier. 

25-27—New Hampshire RJA an- 
nual convention, Lake Tarleton Club, 
Pike. 

26-July 1—New York Lamp and 
Home Furnishing Accessories Show, 
Hotel New Yorker and Trade Show 
Building. 
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10-11—-Mississippi RJA annual con- 
vention, Buena Vista Hotel, Biloxi, 
Miss. 

17-20—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

17-21—Retail Jewelers of America 
midwest convention and trade show, 
Morrison Hotel, Chicago. 

17-22—-New York China and Glass 
Show, New Yorker Hotel. 

17-22—-Los Angeles summer mar- 
ket, Western Merchandise Mart. 

24-27—Washington Gift Show, Ho- 
tel Willard. 

24-27—Buyers’ Mardi Gras, New 
Orleans Gift & Jewelry Show, Roose- 
velt Hotel. 

24-27—Carolina Gift and Jewelry 
Mart, Radio Center, Charlotte, N. C. 

24-29—California Gift Show, Bilt- 
more, Ambassador, Merchandise Mart 
and Brack Shops, Los Angeles. 

31-Aug. 2— Pittsburgh Jewelry 
Show, Pittsburgh Hilton Hotel. 

31-August 11—Chicago Gift Show, 
LaSalle Hotel and Palmer House. 


AU GUS T 


7-10—Memphis Cotton States Gift, 
Jewelry, China, Glass, Stationery, 
Toys and Housewares Show, Memphis 
Ellis Auditorium. 

7-10—San Francisco China, Glass, 
Gift, Jewelry and Stationery Show, 
Brooks Hall, Sheraton Palace, St. 


Francis and Sir Francis Drake Hotels 
and Western Merchandise Mart. 

14-17—Portland Gift Show, Public 
Auditorium and Plaza Hotel, Port- 
land, Ore. 

14-18—Retail Jewelers of America, 
Inc., annual convention and trade 
show, Waldorf-Astoria Hotel, New 
York. 

19—Jewelry Industry Tax Commit- 
tee annual meeting, Waldorf-Astoria 
Hotel, New York. 

21-23—Detroit Jewelry Show, Stat- 
ler-Hilton Hotel. 

21-24—Seattle Gift Show, New Na- 
tional Guard Armory, Olympic and 
New Washington Hotels and Termi- 
nal Sales Building, Seattle, Wash. 

21-26—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

28-30—Retail Jewelers of America 
Pacific Jewelry Show, Biltmore Hotel, 
Los Angeles. 

28-30—Spokane Gift Show, Daven 
port Hotel, Spokane, Wash. 

28-31 — Minneapolis China, Glass, 
Gift, Stationery, Toys and House- 
wares Show, Radisson Hotel. 
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3—Tola Tumbleweeds fall meeting, 
Hotel Adolphus, Dallas, Tex. 

3—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las, Tex. 

4-8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

4-6—Ohio RJA regional convention 
and jewelry show, Netherland-Hilton 
Hotel, Cincinnati. 

4-7 — Miami China, Glass, Gift, 
Jewelry, Stationery, Toys and House- 
wares Show, Miami Bayfront Audi- 
torium. 

11-15—Boston Gift Show, Hote! 
Statler and First Corps Armory. 

17-18—Indiana Jewelers Associa- 
tion and Watchmakers Association of 
Indiana joint annual convention and 
jewelry trade show, Severin Hotel, 
Indianapolis. 

17-18—Horological Association of 
Iowa annual convention, Hotel Roose- 
velt. 7 

18—Tola Tumbleweeds cocktal! 
party, Baker Hotel, Dallas, Tex. 

18-21—Denver Gift and Jewelry 
Show (fall), Hotel Albany. 

19—Michigan Horological Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

24-26—Michigan Jewelers Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

25-27—Phoenix Gift and Jewelry 
Show, Hotel Westward Ho. 

25-28—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 
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News of Personnel 








Hamilton Watch Co. announces the 
following personnel changes: 

John J. Kero, Jr. has been appointed 
to the sales force. Kero, who joined 
Hamilton as a sales trainee in 1959, 
will cover parts of Nebraska, Iowa, 
Minnesota and the Dakotas. 

Don C. Earle has been assigned as 
a special sales representative in the 
middle west. His headquarters will 
be in Chicago. 








Arthur J. Conlon. Jr 


Harrison H. Southworth 


Gorham Mfg. Co. has appointed two 
new sales executives: 

Southworth, who has 
been with the firm since 1937, has 
been named sales manager for ster- 
ling flatware. 

Arthur J. Conlon, Jr. has been des- 
ignated sales manager for the silver 
polish division and brass giftwares. 
His duties will also include the pro- 
curement and training of sales per- 
sonnel. 


Harrison H. 


F. Walter Perl has been named to 
the new position of manager of in- 
dustrial design for the portable ap- 
pliance division of Westinghouse Elec- 
tric Corp. He has heen an industrial 


designer for the firm for the past 14 
years. 
Parker Pen Co. announces three 


personnel changes: 

Arthur W. Foster h-s te n named 
assistant dire tor of aivertising. He 
has been with the fi m for a number 
of years. 

James A. Stauff, former advertising 


manager, has been transferred to a 


position in the company’s special 
products division. 

Francis A. Bowen has been named 
assistant advertising manager in 
charge of foreign advertising. He hag 
been with Parker’s foreign ad pro- 
gram for the past six years. 


William Siegel, onetime ad mana- 


ger for Revlon, has been appoint-d 
advertising director for Schick, Inc. 
He succeeds Charles R. Whitmer. Jr., 
who resigned. 





Joan Schaefer 


William Siegel 


Joan Schaefer has been named pub- 
licity director for Golden Shield Corp. 
Prior to joining Golden Shield, she 
assisted the advertising manager at 
the Dunbar Laboratories division of 
Chemway Corp. 

Joel M. Kibbee has been named 
manager of customer educational ser- 
vices of the Remington Rand Univac 
division of Sperry Rand Corp. He 
was formerly with the Systems De- 
velopment Corp. 


William B. Clemmens has been ap- 
pointed marketing manager of Gen- 
eral Electric’s radio receiver depart- 
ment. He has been with the firm for 
13 years. He replaces S. M. Fassler, 
who was named manager of the firm’s 
television receiver department. 


Bulova honors 490 
employees at dinner 


Some 1000 New York area em- 
ployees of Bulova Watch Co. gath- 
ered in the Waldorf-Astoria Hotel 
Apr. 23 for the firm’s 16th annual 
employee recognition dinner. 

Tribute was paid to 490 employ- 
ees who had completed 10 or more 
years with the firm. Speakers were 


Joard Chairman Gen. Omar N. 
Bradley and President Harry B. 
Henshel. 





Ope ile 


alive with 
quality 


beauty and 
elmilit- tale me- hae | 
aglele|-ia- hdmi ol glo — 


1311 LOMBARD } STREET, 
PHILADELPHIA 47, PA. 


























@ These are just a few of 
the words that describe 
the results you get when 
you place an ad in the 
classified section of JC-K. 

No matter which word 
you prefer, it all boils 
down to this: JC-K clas- 
sified ads get results in a 
hurry. 

For further details, turn 
to page 112 of this issue. 
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Bulova beats the drum for new 
“President” in 1960 campaign 


- BULOVA 


PRESIDEN 





With the nation’s political pulse be- 
ginning to throb at the prospect of 
the summer conventions and fall elec- 
tion, Bulova has introduced a new 
men’s watch dubbed the “President.” 

Promotion of the new style will be 
yeared to the campaign theme, Bulova 
says. Slogan for the watch is “Sym- 
bol of Leadership In Time.” Displays 
will feature flashing fireworks motifs; 
ed, white, blue and gold will be used 
extensively in presentation and sales 
materials ranging from store banners 
to watch boxes. 


The new “Presidents” have 23-jewel 
prices start at $59.50. 
Many of the models are waterproof. 


movements, 


Oneida schedules big discounts 
to bolster July sales activity 
Hopi 


iy” to turn those hot July aays 
into eve 


Oneida 
has announced two sales events to 


peat what the firm ecalls “the July 


! { 
n hotter sales days, 


The first event takes the form of a 
sunt on two Heirloom 
House” 
Beauty.” This sale 
will run from July 10 through 30. 


arks the first time that estab- 


terling patterns, “‘Mansion 


] és ) - : 
and Reigning 


iis ii f 
lished Heirloom patterns have been 
offered at such a saving, Says Oneida. 
ent 1s a month-long 
‘hantment.” an 188] 
A 60-piece 


‘ 


The 1 ond ey 
July sale of “En 


Rogers silverplate pattern. 


ervice for 8 will retail for $39.95; 
‘eae Pe goats 

open stock value of this service is $85. 
- J ‘ . 1} : .1 4 a4 = 

A service for 12 will retail for $59.95. 


(‘hest 1s $6 extra. 

A complete selection of sales aid 
is available, including window ban 
ners, newspaper mats and circulars. 

Contact your Oneida representative 
or direct sales division, Oneida Sil- 
Oneida, New York. 


versmitns, 





Photos from Feature Ring show 
diamond rings in the making 


A selection of six photographs 
showing diamond rings being made is 
now available from Feature Ring Co. 
Portrayed in the 8 by 10 glossies are 
the processes of designing, gold smelt- 
ing, tool and die work, diamond set- 
ting, engraving, polishing and finish- 
ing. 

Feature Ring reports that many 
jewelers plan to frame and hang these 
pictures in the diamond department. 
Others plan to use the photos as a 
background for an over-all wall dis- 
play. 

Contact your Feature Ring whole- 
saler or write to Feature Ring Co., 


Inc., 130 W. 46th St., New York 


Robert Altman gets patent for 
high-fashion coupling device 


Robert Altman has been granted a 
patent for a device designed to clip 
together a bead necklace and brooch 
so that the two items become a single 
piece of jewelry. 

The coupling device itself is made 
of palladium, Altman says, but it can 
be produced in other precious 


~ 
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4 
netals. Unique feature of the inven- 


tion is that “it holds the necklace and 
brooch absolutely flat, without any 
twisting.” The brooch can also be 
worn separately. 

A wide selection of the diamond 
brooches is available. Most have a 
leaf design. 

Contact Robert Altman, 38 W. 48th 


St... New York. 








Flex-Let's ad agency awarded 
prize for salesmen's portfolios 





The League of Advertising Agen- 
cies recently awarded Sy Rosen Ad- 
vertising, Inc., first prize for sales- 


men’s portfolios. 

The winning portfolios were a 
group of display trays designed for 
Flex-Let salesmen to show watchband 
merchandise to retail jewelers. 

Shown accepting the award is Sy 
Rosen (right), president of the ad- 
vertising Samson Greiff, 
Flex-Let sales manager, accepted a 
duplicate award for his firm. Presen- 
tation was at New York’s Waldorf- 
Astoria. 


agency. 


"Hands''—millions of them—are 
active ingredient in new cloth 


“Silva-Cloths,” impregnated with a 
“new scientific polishing ingredient,” 
are now being marketed by Grey In- 
dustries. 

The polishing ingredient is said to 
contain millions of microscopically 
small “hands” that instantly remove 
tarnish without a scratch, leaving s1! 
ver clean, dry and ready for use 

Although intended primarily for sil- 
ver, the cloths are said to be ideal 
for jewelry and other items made 
from any sort of shiny metal. On 
ornamental ware, no rinsing 1s re 
quired. 

Contact Grey Industries, Inc., 108 


E. 96th St... New York 


Cut-out charms made easy with 
new machine, New Hermes says 


New Hermes has announced that its 
versatile model “GTX Engravograph’”’ 
can now be equipped for fabricating 
cut-out charms. 

Up until now, the firm says, only a 
few jewelry manufacturers had the 
proper equipment for making these 
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popular items. Each design had to be 
cut out with a jig saw, and filed to the 
layout lines. 

Using the “GTX,” however, any 
jeweler can make cut-out charms by 
simply tracing from a master tem- 
plate. No finishing is necessary, ac- 
cording to New Hermes. 

Size of the reproduction can be 
changed at will, enabling the jeweler 
to make different sized charms from 
the same template. 

For further information, contact 
New Hermes Engraving Machine 


Corp., 154 W. 14th St., New York. 


Wide use of television, print 
sparks Elgin's spring ad drive 
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Anyone who watches “adult west- 
erns’ will recognize the familiar fig- 
ure of Paladin, gallant knight of the 
old West. 


head on a 


But he’s not drawing a 

nefarious villain; he’ 
blasting away at the nation’s poten- 
tial watch customers. 

This is all part of Elgin’s giant 
consumer advertising campaign 
launched this spring. On television, 
the Elgin message was carried on 
“Have Gun, Will Travel,” 
Jack Paar’s “Tonight” 
“Bandstand,” starring Dick Clark. In 
print, Elgin staged a continuous cam- 
paign in Look magazine. This ran 
from the middle of March till the mid- 
dle of May. 

Featured heavily in this comprehen- 
sive campaign were the “Sportsman,” 
“Starlite” and “Yachtsman”’ 

In addition to these 


shows, Elgin sponsored the television 


“Taramie.’ 


snow, and 


series, 
established 
coverage of the May 6 marriage of 
Anthony Armstrong-Jones and Prin- 
‘ess Margaret Rose of England. 
According to Elgin this wide use of 
television and magazine advertising 
should make the consumer very much 
aware of the quality of Elgin 


“ratpah ‘ 
WatCnes. 


Donkey and elephant charms can 
make every jeweler a Gallup 


Jewelers who would like to try a 
little pollstering during the coming 
presidential race may find that sales 
of sterling silver “Voter’s Choice” 
items from Forstner offer a rough 
gauge to the direction of the political 
wind. 

The miniature elephants and don- 
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keys, designed for the election year 
market, are available as charms, pins 
or tlie tacks. Various assortments, con- 
sisting of any numerical breakdown 
of the charms, will be offered. 

According to Forstner, there are 
great opportunities for selling large 
quantities of these items to political 
organizations. 

For further information, contact 
your Forstner distributor or write to 
Forstner, Inc., 646 Nye Ave., Irv- 
ington, N. J. 


New box models from Lindley 
designed to hold vases, trays 


For the June bridal gift season, 
Lindley has released two paper boxes 





that are said to he ideal! for the re- 
tailer’s needs at this time. 
Model No. 106 is designed especial- 


r items. It is 


ly for trays and simila 
packed in quantities of 1 
Another model (107) 


for long and narrow (or tall and 


» per case. 
] 


s intended 


slim) gifts such as thin vases, decant- 
ers, etc. This design is packed in 
quantities of 25 per case. 

Contact Lindley Box & Paper Divi- 
sion, Marion, Ind. 


Guitar-playing Brando wears 
a Rolex in new Williams film 


| 


A Rolex watch plays a key role in 
“The Fugitive Kind,’ Hollywood’s 
latest version of a Tennesee Williams 
play. 

Valentine Xavier (played by Mar- 
lon Brando) is an itinerant South- 
erner in the best Williams tradition. 
Wearing a snakeskin jacket, he en- 
tertains at wild parties like a trouba- 
dour of old. 

Action gets under way as co-star 
Joanne Woodward recognizes Brando 
by the Rolex he is wearing. She 
should recognize him, for Brando stole 
the watch from her cousin at a New 
Year’s Eve party. Later, Brando re- 
turns it to her, muttering, ““Ah nevah 
stole anythin’ till Ah saw this watch.” 

Starred along with Rolex, Brando 
and Woodward is Italian star Anna 
Magnani. Playwright Williams wrote 


the Rolex role into the original script, 
and retained it through an earile} 
stage version, “Orpheus Descending. 


Millard-Norman offers new steak 
knives, Scandinavian glassware 


Two new patterns in Italian stain- 
less steel steak knife and carving sets 
are now being offered by Millard- 
Norman Co. 

Called “Epicure” (see picture) and 

zancho,” the patterns are available 
in a 6-piece steak knife set that will 





retail for $14.95 and a companion 2- 


piece carving set that will retail for 
the same price. Each set is packed in 
a specially designed gift box. Both 
patterns have a satin finish. 

The Millard-Norman firm has also 
become the sole U. S. distributor for 
the Hadeland Glassworks of Norway. 
All the pieces in Hadeland’s line are 
hand blown. 

Contact Millard-Norman Co., 848 
Glenwood Ave., Cincinnati, Ohio. 





Transistors cut weight of new 
ultrasonic cleaner to 12 pounds 


Narda Ultrasonics is now market- 
ing its new “Uniblast 66” cleaner, 
which the firm claims is “the world’s 
first transistorized ultrasonic clean- 
er.” 

The unit weighs 12 pounds, and 
sells for $97.50. It is said to be ideal 
for cleaning gems, jewelry and watch 
parts. 

The cleaning chamber is easily re- 
placable. This, says Narda, makes it 
possible to use various cleaning solu- 
tions without having to empty and 
refill the beaker—each solution can be 
kept in a separate beaker, ready for 
use. 

Contact Narda Ultrasonics Corp., 
625 Main St., Westbury, L. I., N. Y. 
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Hamilton featured in traveling 
tribute to American way of life 

Hamilton Watch Co. is one of 26 
American industries co-sponsoring 
“Main Street, U. S. A.” an unusual 
traveling exhibition which began a 
five-year tour of the country this 
spring. 

Housed in a special two-car train, 
the exhibit consists of a 
stoned “street” lined on one side with 
shop fronts of 19th Century vintage. 
The other side is lined with modern- 
day counterparts. f 


hh] 
Coopnpile 


Basic purpose of 


the exhibition is to pay tribute to the 
American retailer for his contribution 
to the American economic way of life. 

Hamilton, the only watch or jew- 
elry manufacturer represented, has a 
display cabinet opposite a jewelry 


tin 





shop of the late 1800’s. Featured in 
the display is the Hamilton electric 
watch, dramatized by a large plastic 
working model of the movement. 
Opened in Dearborn, Mich., on 
April 23, “Main Street U. S. A.” is 
appearing in cities throughout New 
York State during May and June. It 
will then return to Dearborn, where 
it will be on display during the sum- 
mer months. In September it resumes 
its five-year tour, starting with ap- 
pearances in major population areas 
in the southeast. All told, the display 
is expected to visit about 200 major 
cities during the next five years. 





New lighting fixture designed 
for jewelry, Swivelier says 


“Counterpoint,” called a “new con- 
cept in adjustable counter lighting,” 
has recently been introduced by 
Swivelier Co. 

Said to be especially effective in 
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spotlighting jewelry and crystalware, 
the fixtures can be adjusted to high- 
light signs and displays as well as 
merchandise. “Counterpoint” is easy 
to install, says Swivelier, and attaches 
to the L. A. Darling Co.’s “Vizusell” 
uprights that are used by many 
stores. 

The fixture comes with a brass-glow 
finish, and is available with a 2-con- 
ductor or 3-conductor (with grounded 
plug) cord. 

Contact Swivelier Co., Inc., 30 Irv- 
ing Pl., New York. 


Two new displays designed to 
show fraternal tie tacks 
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Two assortments of 14K gold fra- 
ternal tie tacks are now being offered 
by Irons & Russell. 

Assortment “TT 1” comprises 12 
representative emblems packed in pro- 
tective plastic boxes, mounted on an 
easel back counter merchandising 
unit. The other assortment, “TT 2,” 
contains 12 tie tacks, all for Masonic 
and affiliated bodies. This display 
unit has a deep frame, giving it a 
shadow box effect. 

Each assortment is $60 Keystone. 

Contact Irons & Russell Co., Provi- 
dence, R. I. 


Farrington makes new package 
design for Speidel bracelets 


A new plastic display box has been 
designed to show Speidel’s “Best Girl!” 
and “Big Boy” ident bracelets. 

Design of the package permits the 
satin bracelet holder to show the 
jewelry in an elevated position rather 
than down in the box. 

Inside and outside of the cover have 
a dull linen grain finish which con- 





trasts sharply with the plain name 
plate. 
The package was 


designed and 
molded by Farrington Packaging 
Corp., Needham Heights, Mass. 


Jeweler can carry selection of 
"Mother's Rings” without stock 





Long sold only through mail orde: 
columns of Sunday newspaper sup- 
plements, the “Mother’s Ring,” man- 
ufactured by I. Alberts’ Sons, is now 
being offered exclusively through re- 
tail jewelers. 

The ring consists of twin bands of 
14K white or yellow gold, signifying 
Mother and Father. The bands are 
joined by synthetic birthstones rep- 
resenting each child. Stones can be 
added for newcomers. 

Because each ring is custom made, 
jewelers carry no stock. Samples are 
displayed, and orders are sent to the 
manufacturer. A promotion package, 
consisting of an embedment display 
featuring an actual ring and 12 birth- 
stones, two sample rings, newspaper 
mats and 100 descriptive folders, is 
available for $67.50. 

Contact I. Alberts’ Sons, Inc., 373 
Washington St., Boston. 


New tarnish preventive for 
silver marketed by Edwin Freed 


“Tarn-I-Shield,” a new product 
designed to keep silver sparkling and 
free from tarnish for long periods of 
time, is now being marketed by Edwin 
Freed. 

Developed by the Minnesota Mining 
& Manufacturing Co., the product is 
said to greatly reduce the amount of 
labor normally spent to maintain a 
silver display. It comes in a spray 
can—just spray it on and wipe with 
a soft cloth. 

Contact Edwin Freed, Inc., 150 W. 
146th St., New York. 


Ronson's new service facilities 
bring nation-wide total to 83 


Ronson has opened two new service 
department locations, one in Newark 
and the other in Kansas City, Mo. 

A spokesman for the Ronson ser- 
vice division described the new in- 
stallations as representing the most 
modern facilities of this kind in the 
nation. The opening of the two units 
brings the number of Ronson service 
facilities to &3. 

Address of the Newark department 
is 1171 Raymond Blvd. Ronson Ser- 
vice, Inc. of Missouri is located at 
1209 Grand Ave., Kansas City. 
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Hermes says great acceptance 
forced move to larger quarters 

Saying that the wide acceptance of 
their ultrasonic equipment has forced 
them to expand, Hermes Sonic Corp. 
has moved to larger quarters at the 





ad 


same location. The switch, says 
Hermes, has made possible expanded 
research and development facilities. 

In commenting on the move, Hermes 
President Norbert Schimmel attrib- 
uted his firm’s growth to the fact 
that Hermes knows the requirements 
of the jeweler, and builds equipment 
to suit his needs. 


Modern, colorful display shows 
three Bulova transistor radios 

Bulova Watch Co. has distributed 
window displays for its. transistor 
radios. The brass-plated metal unit 
is designed to provide prominent 
point-of-purchase display to any three 
models in the Bulova transistor line. 


College ring tops duplicated 
in new item for nation's coeds 


College Seal & Crest Co. claims that 
its new collegiate ring tops are rapid- 





ly gaining popularity with the na- 
tion’s college rirls. 

Designed to be worn as pendants, 
pins or charms, the tops are replicas 
of those used on standard college 
rings. The stone or crest is set in en- 
graved 10K gold or sterling silver. 

For further information contact 
College Seal & Crest Co., Cambridge, 
Mass. 


Prize diamond ring highlights 
Brill & Colmes’ Canadian sale 
For more than 35 years, Brill & 
Colmes & Assoc., Inc., has conducted 
sales for jewelers in the U. S. and 
Canada. Recently, the firm held a 


sale for 99-year-old Shute & Co. Ltd. 
of Fredericton, N. B., Canada. 

Interesting highlight of the sale 
was the drawing of a diamond ring 
that was awarded to one of the cus- 
tomers during the event. Rose Marie 
Keen, “Miss Canada” of 1960, was 
the honor guest who drew the name 
of the lucky winner. 

Jewelers interested in staging a 
similar event at their store may get 
more information by contacting Brill 
& Colmes at 45 W. 45th St., New 
York. 


Sheaffer Pen has new display 
for promoting gift sales 


A new counter gift pack designed 
to promote sales of the firm’s $4.95 
cartridge pen sets for gift occasions 
has been introduced by W. A. Sheaf- 
fer Pen Co. 

ack is a self shipper that converts 
into a merchandiser holding six gift- 
boxed sets. Four free cartridges of 
Skrip writing fluid are included with 
each set. 

The display is available to both 
retail and wholesale accounts. 


— 


Westclox has new self-service 
package design for clock line 
“Blister-Pack,” a new self-service 
package for clocks, has been intro- 
duced by the Westclox division of 
General Time Corp. In actual market 
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tests, says the firm, the new packages 
increased sales by more than 50 per 
cent. 

The container enables customers to 
actually start an electric or key- 
wound clock and test the alarm—with- 
out opening the package. 

Combining a styrene plastic “blis- 
ter” and a cardboard mounting in red, 
white and blue, the package features 
an imprinted sales message. 

According to Westclox, the new 
packages are being backed by the most 
powerful marketing campaign in the 
firm’s history. It is claimed that the 
company’s network television pro- 
gram, “Special Tonight,’ reaches 30 
million consumers every month. The 
packages will also be advertised in 
magazines and newspapers. 


Bell & Howell kicks off Space 
Age package for “Zoomatics” 
According to Bell & Howell, the 


new “Zoomatic” cameras are now get- 
ting the same protective shipping 
treatment as missile nose cone instru- 
ments. 

The new packaging unit, molded of 
“Pelaspan” (an expandable polysty- 
rene made by Dow Chemical Co.), is 
said to have almost eliminated dam- 
age to cameras in shipment and han- 
dling. 

Package consists of three molded 
parts. Camera fits into the base, 
which is covered with synthetic rub- 





ber and serves as a display pedestal. 
The other two parts are designed to 
completely enclose and support the 
camera when it is placed in the ship- 
ping container. 

To test the package’s protective 
ability, Bell & Howell arranged to 
have a professional football player 
placekick it like a pigskin. According 
to the promotion department team 
member who recovered the “ball,” the 
camera emerged unscathed. 





Hammel, Riglander has tool kit 
for working on shock absorbers 


New tools designed for removing 
and replacing shock absorber springs 
are now being marketed by Hammel, 
Riglander & Co., Inc. 

The screwdriver-like tools are said 
to have non-marring plastic points 
which will grip shock absorber springs 
so they can be rotated for removal or 
replacement. Four tools, including ex- 
tra plastic points, are supplied in each 
set. 

It is 
for $5.9 


aid that the set. which sells 
. will take care of the neces- 
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sary sizes to work on most watches Orchard has catalogue showing 
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and other devices using rotating = wrapping paper line for 1960 
springs. : . 
. | ee cee Orchard Paper Co. has announced 
Contact your watch material sup- iF <<teqnmeinemepnntmmmmentiial 
the release of a catalogue showing 





ily house. ase te . , . , a 
Pp assemnsiannnanmnatanesenenamnsentant2h the firm’s 1960 line of Beauty 








wen dstnn, ccd nae Matched gift wrapping papers. 
i | Said to be the largest ever pub- 
NS lished by the firm, the catalogue shows 





a wide range of traditional and mod- 








Wall or counter display from 


’ . ; Bian 
Duchess shows 12 "Bandmasters — 

A compact new display to show 12 . 
introduced by Duchess Jewelrv Mfg. easel and hanger permits use on coun- 
Corp. ter or wall. 

Unit is free with pre-selected stand- 
ard assortments of all ladies’ or all 
Duchess “Bandmasters.” 





Display occupies only 13 square 
inches of counter space, and features 
the bands mounted on_ individual men's 
ecards, shielded with plastic. Price Contact your wholesaler. 





ern patterns. It is broken down into 
sections covering “Everyday,” “Spe- 
cial Events” and “Christmas.” Many 
new patterns have been added to each 
section. 

A new feature of the 1960 line is 
the availability of embossing in most 
selections. Bags to match the ma- 
jority of patterns can be had in min- 
imums of 2000 per size. 

Contact Orchard Paper Co., 3914- 
24 Union Blvd., St. Louis. 





New booklet will help sell 
“Jet Lighters,” Beattie says 


The manufacturer of Beattie “Jet 
Lighters” is offering a booklet con 
taining information on methods which 


gotd qanters >f ; the firm says enable the jeweler to 
“clinch the sale.” 


Packed with every shipment of “Jet 
Lighters,” the booklets are backed by 


“slave fracelet. advertising in Esquire, Outdoor Life, 


Spo ts A field, The Neu Yorker. 
ee) eo < hee ornaments | House Beautiful and Playboy. 
—_ A complimentary copy of the book- 
let is available by contacting Dept. 
“J,” Beattie Jet Products, Inc., 19 E 
There’s no end to the vast variety of outmoded and worn-out jewelry, 18th St.. New York. 
spectacle frames, watch cases, accessories and household items that con- 
tain valuable old goid, silver and platinum... And there is no finer refiner 


than Goldsmith Bros. to value your accumulations. Smart jewelers know Catalogue shows selection of 


Goldsmith service. It is dependable, returns are prompt, and checks gifts from Israeli craftsmen 
please. Ship anything that contains precious metal—and include sweeps, A complete line of gift accessories 
polishings, etc. More than 90 years of service to jewelers, the proper is now being imported and distributed 
equipment and a staff that has the know-how to use it is your assur- by Israeli Art-Craft Importing Co. 


Included in the selection are ash- 


ance of complete satisfaction. 
trays, letter openers, candelabras, 


bookends and many other items. Of 


special interest are the colorful mo- 
@ 
saics which are worked into some of 
® the larger pieces. 
f41] 


A catalogue showing the full array 


IVISION OF NATIONAL LEAD CO. of gifts is available from Israeli Art- 
eraft Importing Co., Inc., 41 N. 10th 
111 N. Wabash Ave., Chicago 2, Ill. © 74 W. 46th St., New York 36, N. Y. St., Philadelphia. 
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PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 


the JEWELRY and KINDRED TRADES, subject to editions being *’ 
orders are received. We can supply tities from leading publishers. 
quoted are nef. 


No accounts opened for book purchases. 


anywhere in the United Stotes. 


In print’’ 


at the time 
All prices 


Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 








GEMSTONES $12.50 THE WORLD OF JEWEL STONES $10.00 HANDBOOK OF GEM IDENTIFICATION $6.00 
. F. Herbert Smith Michael Weinstein Richard T. Liddicoat, Jr. 
Llbentte illustrated 13th Edition—560 pgs. Valuable reference book—448 pgs. Generously illustrated—352 pgs. 
GEMS AND GEM MATERIALS Oe ha hg my og PP50 GEM TESTING. second eatin $11.50 
mata ae and or yrs ia tae work on gems B. W. Anderson, B.Sc., F.G.A. 
y asic on rare gem moaferiais STORY OF THE GEMS $5.95 Simple por ben tests 
erbert P. Whitloc 
BIAMOnD TECRMOLOSY $10.00 Mincecloglent thay need of precious, semi- A FIELD GUIDE TO ROCKS & MINERALS $3.95 
500 crystal clear illustrations—800 pgs. precious stones , , Dr. Frederick H. Pough 
GETTING ACQUAINTED WITH MINERAL 6.95 
THE ART OF THE LAPIDARY $7.00 George L. English & Davis E. Jensen GEM CUTTING $4.50 
Francis J. Sperison Instructions for identifying over 500 different J. Danie! Willems 
Over 400 illustrations—382 pgs. minerals Explores the art of fashioning gemstones 
For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 
JEWELRY ENGRAVER’S MANUAL $4.25 JEWELRY REPAIR MANUAL $4.85 HERALDIC DESIGNS AND ENGRAVING $7.25 
John J. Bowman & R. Allan Hardy R. Allan Hardy & John J. Bowman J. M. Bergling & A. Tuston Hay 
Complete and authoritative, profusely illus- Guide to tools and techniques of repairing Deluxe Edition—Iillustrated handbook and dic- 
trated—143 pqs. —also stone setting—166 pgs. tionary of terms—92 pgs. 
JEWELRY DESIGNING & APPLIED DESIGN $40.00 
C. A. Jakobb JEWELRY, GEM CUTTING AND METALCRAFT $5.75 
PRINCIPLES OF ELECTROPLATING AND Instruction monvol—55 full page drawings Williom T. Baxter 
ELECTROFORMING $7.00 ART MONOGRAMS & LETTERING is owe 
, m= gone — & Geo. B. Hogaboom 19th Deluxe Edition—102 pgs. 
ie ee ART MONOGRAMS & LETTERING $3.09 JEWELRY AND EWAMELING sai 
18th Edition—paper cover—40 pgs. reta Pack 
JEWELRY MAKING FOR SCHOOLS, TRADES. ENGRAVING STYLE CHARTS $4.00 = ENeRAVING ON PRECIOUS METALS $7.80 
MEN, CRAFTSMEN Soft Cover $2.95 ee a oe Brittain, Wolpert & Morton 
Hard Cover $4.25 JEWELRY & SILVERWARE ENGRAVING $2.00 Textbook for beginner or expert—225 pgs. 
Murray Bovin CHARTS 
Describes all techniques, procedures of making J. M. Bergling JEWELRY MAKING AS AN ART EXPRESSION $6.50 


jewelry 


Set of four 


D. Kenneth Winebrenner 


For the Skilled Watch and Clock Maker, the Apprentice and Student 








WATCH REPAIRER’S MANUAL $6.50 Warts AND CLOCKMAKER’S HANDBOOK $15.00 GEARS FOR SMALL MECHANISMS $5.00 
Henry B. Fried . J. Britten—Revised by J. W. Player 0. Davis 

Covers all phases of watch repairing—306 pgs. 15th “Séitlen 2405 pas. Gear yoda om and adjustment 

KEYSTONE WATCH REPAIR RECORD BOOK $3.00 

2,000 entries—140 pgs. 

WATCHMAKER’S LATHE AND HOW TO WITH Rane WACEOEASES AT THE BENCH $3.50 aay he $4.85 

USE IT $7.50 Profusely illustrated—243 pgs. Theoretical, practical and mechanical phases 

Donald DeCarle of horology—248 pgs. 

Detailed explanations and illustrations—154 pgs. 

LOCK AND WATCH ESCAPEMENTS $7.50 PRACTICAL COURSE IN HOROLOGY $3.25 

: J. Goreley Harold C. Kelly PRACTICAL CLOCK REPAIRING $7.50 

Seti of and escopements' illustrations— Watch pontine, repair mointenonce, etc. Donald DeCarle 

294 pgs. —192 pgs. 450 illustrations—230 pgs. 

On Silver for the Jeweler, Silversmith, Collector and Antiquarian 
THE STERLING FLATWARE PATTERN INDEX ENGLISH SILVER—1675-1825 $5.00 


1958 EDITION 
Jewelers’ Circular-Keystone 
Without Binder $17.50 
With Leather Binder $27.50 
More than 1,200 illustrations—indexes of 
pattern names 


Order Your Choices Today! 


AMERICAN SILVERSMITHS AND THEIR 
MARKS Iil 


25.00 
Stephen G. C. Ensko 
Invaluable historical and reference book— 
illustrated—285 pgs. 
BOOKS OF OLD SILVER $5.00 


Seymour B. Wyler 
20,000 halimarks—447 pgs. 


Stephen G. C. Ensko & Edward Wenham 
Line drawing illustrations—109 pgs. 


THE GOLDSMITH’S AND SILVER- 
SMITH’S MANUAL 
Staton Abbey 
For those working in precious metals— 
105 pgs. 


$5.00 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany all orders. 


Do not send cash. Prices subject to change without notice. 


No books sent on approval. 
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THE 
UNIQUE 


TOURBILLON 


A marvel of 18th century 
horology—only recently 
Surpassed in accuracy 


By HENRY B. FRIED 
JC-K Horological Consultant 


@ MOST WATCHMAKERS, although they have proba- 
bly heard of the tourbillon watch, have never 
actually seen one. Even if they have seen such 
a watch, they don’t fully understand its principles 
of operation. 

The tourbillon is a complicated timepiece, but 
the basic principle behind it is fairly simple to 
explain. Briefly, it is equipped with a planetary 
escapement in which the balance, besides having 
an oscillatory motion, makes a certain number of 
annular tours per hour. This is made possible 
because the balance is mounted on a merry-go- 
round carriage within the watch. As you may 
have guessed, the purpose of the tourbillon is to 
neutralize position errors. 

This marvel of horology was devised by Abra- 
ham Louis Breguet (1747-1823), the DaVinci of 
watchmaking. He noticed, as many of our pres- 
ent-day watchmakers do, that watches tested in 
a vertical position lost a number of seconds daily 
in one position, but gained the same amount in 
the opposite position. For example, if the watch 
gained five seconds daily in the pendant-up posi- 
tion, it would lose just about that amount in the 
pendant-down position. If it lost 10 seconds daily 
in the pendant-right position, the watch would 
most likely gain that amount in the pendant-left 
position. This phenomenon is due to poise errors 
in the balance and hairspring. 

Attempts to eliminate these errors are more or 
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less successful depending on the watchmaker’s 
skill and the quality of the parts. However, some 
residual errors will persist, and in precise timing 
(this has always presented a problem). 

Breguet reasoned that if he could make the 
watch assume all the vertical positions, hourly or 
even once a minute, he would be able to eliminate 
these errors by having one cancel out the other. 
Because it was unreasonable to shift the watch 
manually to all these different vertical positions, 
he devised a system in which the entire escape- 
ment, including the balance, was contained in a 
framework which was then mounted on the fourth 
wheel pinion which turns once a minute. This 
caused the entire escapement to make one com- 
plete tour every minute, and the balance assumed 
all the vertical positions within this time—thus 
neutralizing the position error. 

The tourbillon (French for whirl, vortex), in- 
vented in 1781, has been used for more than 175 
years. Today, these watches are no longer made. 
There is no call for a timepiece at this cost, ex- 
cept for competition at observatory trials. Fur- 
thermore, there are no craftsmen left with the 
training and skill to produce them except as a 
“tour de force” by an exceptionally skilled horol- 
ogist. Even these few are fast disappearing, and 
as a result, no new tourbillons have been produced 
in the past few years. 

To understand the principle of the tourbillo 
Figure 1 has been drawn in a simplified schematic 
view. Bear in mind that all this mechanism, 
though spaced out in the drawing, must actually 
be thin and crammed into a small area; the entire 
carriage with its parts must be precisely poised 
and made as light as possible so it won’t overtax 
the mainspring. Every part must be adjusted in 
detail, regardless of expense or time. Even today, 
many observatory timing winners are equipped 
with this orbiting balance mounted on the edge 
of a carousel which turns within the watch. 

In Figure 1, the center of the tourbillon ar- 
rangement is the stationary, toothed (fourth) 
wheel ‘‘M” which is mounted on a hollow plat- 
form “N,’” whose bottom is partially cut away. 
Through this stationary wheel, below the plat- 
form, extends the fourth pinion “C” which has 
no connection to the fourth wheel “M,” and thus 
can be turned by the third wheel “B.” Mounted 
on top of the fourth pinion “‘C-D”’ is the carousel 
framework “E-P.’”’ This framework houses the 
escape wheel “J,” the pallet and fork, and the bal- 
ance unit. On top of the framework and on ex- 
actly the same axis as the fourth pinion “C-D” 
is the arbor extension “Q.”’ This is supported by 
the jewel bearing and the carousel cage “H.” 
Thus, the framework can rotate and pivot be- 
tween the cage ““H” and the lower support of the 
fourth wheel and pinion at “C.” If the frame- 
work pivot “Q” is extended far enough, a second- 
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Figure 1. Tourbillon cross-section shows workings of the rotating escapement 
designed by Breguet to eliminate poise errors in balance and hairspring. 


hand may be mounted on it. This will turn with 
the carousel, once a minute. 


A Closer Look 

Suppose we examine the escape wheel “J.” Its 
pinion “‘K” extends freely through the bottom 
plate of the framework “E.”” The pinion leaves 
have a lower pivot which is supported by the 
potence “L.’’ This pinion is in mesh with the sta- 
tionary wheel “M,” mounted on its platform “N.” 
The operation of the tourbillon and its action is 
as follows: 

The third wheel “‘B,” turning counterclockwise 
(as shown by the arrow), causes the pinion “C” 
to turn clockwise. Since the platform “E” and its 
unit containing the escapement are mounted at 
“D,” this entire unit will also turn clockwise. 
However, the escape pinion “K,” which extends 
below the framework and is enmeshed with the 
stationary, platform wheel “M,” will roll around 
wheel “*“M”’ in a clockwise direction. This action 
is technically referred to as epicyclic (epi- on 
top of cyclic-rolling) ; in other words, the action 


of one wheel turning and rolling around the edge 
of another. In this case, it is the escape pinion 
rolling around a motionless fourth wheel. 

Since the escape wheel is forced to turn against 
and around the fourth wheel, its solidly connected 
escape wheel above also turns in a clockwise direc- 
tion. Thus the power to rock the pallet back and 
forth is supplied by the fourth pinion forcing the 
escape wheel pinion to roll around the motionless 
fourth wheel. This causes the escape wheel to 
turn as well, which, in turn, causes the pallet to 
sustain motion to the balance. This is done by 
the pallet, through its fork which engages the 
roller jewel of the balance and causes the balance 
to vibrate back and forth as well, motion being 
maintained by the resiliency of the hairspring. 
In this manner, the balance is being made to os- 
cillate back and forth while it is being carried 
around on its “merry-go-round” (carousel) frame- 
work. When incorporated in a watch held in the 
pocket (vertical positions), the balance and es- 
capement will assume every circular position dur- 
ing a period of one minute. Zee 
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WORKSHOP 


QUESTIONS 


WEAK WINDER—I have a self- 
winding watch that does not 
store sufficient power for re- 
serve use. At first I thought 
that the mainspring was broken, 
but when I took it apart and 
opened the mainspring barrel | 
saw that the spring and its 
bridle were in good condition. 
The spring looks 
gauges according to the 
WMDAA Universal Catalogue 
listed dimensions for _ both 
spring and bridle. The rotor 
mechanism works, and_ the 
whole self-winding parts oper- 
ate easily. But the watch won't 
run for more than a few hours 
after being worn actively. What 
could be the trouble?—Patton 
suffalo, N. Y. 


good, and 


Jewelers, 

Answer: Most likely, your dif- 
ficulty is in the shaping of the 
bridle. Take the complete barrel 
and place the arbor in a well- 
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fitting pinvise so that the barrel 
cover is uppermost to view. 
While holding the barrel be- 
tween the fingers of one hand, 
twist the barrel arbor or pin- 
vise with the other hand, all the 
while observing the end coils of 
the mainspring through the bar- 
rel cover slit. Count the number 
of complete turns you have to 
make before the end-coils of the 
spring (and bridle) begin to 
slip around the inside wall of 
the barrel. If the bridle is 
properly shaped, this slipping 
should not take place before 
four or five turns of the barrel 
have been wound. This will then 
guarantee a reserve of about 
forty hours. If the spring slips 
before four turns have been 
wound, then vour watch will not 
store up more than a full day’s 
run and thus be inadequate. If 
so, your spring will begin to slip 
much earlier than this. In such 
a case, remove the springs from 
the barrel, including the bridle, 
and re-shape the bridle (slip- 
spring) so that its curvature is 
more outward and has a greater 
radius. This will cause the 
bridle to grip the barrel wall 
more securely before it starts 
skidding around it, and thus al- 
low more turns of the spring to 
be wound before the slippage 
takes place. When you have 
done this, replace the springs in 
the barrel. Do not over-oil. 


Next, re-test the slippage of 
the mainspring in the barrel. If 
the bridle is now too stiff, it 
will permit too much main- 
spring to be wound, that is, 
more than five turns. If the 
bridle is too stiff, again, the 
spring will become fully wound. 
This is not desirable in a self- 
winding watch because as the 
wrist action continues to exert 
a winding action on the main- 
spring in turn, the mainspring 
will be straining at its endpiece. 
This may cause the balance to 
have a rebounding action and 
the watch will run too fast, with 
the added danger of breaking 
the pallet fork or roller jewel. 


In other words, the bridle, or 
end-attachment to the regular 
mainspring, should have its 
curve so adjusted that it grips 
the inside of the barrel wall 
with just enough tension to al- 
low its inner partner, the regu- 
lar mainspring, to be wound be- 
tween four and five times. 
Don’t forget to use a heavier 
lubricant (preferably a grease) 
on the bridle, as this part bears 
greater pressure against the 
barrel wall. Lack of proper lu- 
brication may result in abrading 
the barrel wall with the result 
that the fine metallic dust that 
comes off with this abrasion will 
clog the mainspring barrel and 
cause premature stoppage. 


TRAIN BRIDGE—I have a watch 
in for repair, the type of which 
we did not cover in the school 
from which I recently gradu- 
ated. In order to clean the 
watch, properly, I must remove 
the train bridge. But I find that 
I cannot do this without either 
removing the cannon pinion or 
center wheel, and I don’t see 
how either of these are re- 
moved. The cannon pinion has 
no neck, but has smooth, cylin- 
drical sides and has a square 
shoulder near the top with a 
thin pivot upon which the min- 
ute hand is stationed. The back 
pivot at the train bridge ap- 
pears thicker than the hole 
jewel; this is what prevents the 
bridge from coming off up 
through this pivot. What is the 
correct procedure? — L. G. H.., 
Terre Haute, Ind. 

Answer: What you most like- 
ly have is a watch with a hollow 
center pinion. Inside this hol- 
low center pin is a very slightly 
tapered pin with a large button 
top which you mistake for the 
pivot thickness. This tapered 
pin fits friction-tight in the tube 
of the center pinion and the 
slip-clutch action associated 
with the normal cannon pinion 
is here situated between this pin 
and the walls of the hollow 
pinion. The cannon pinion fits 
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NEW HOME 
OF THE 


| ow ORDERS for machines in the new 
Watch Master Line, plus the ever-growing 
demand for related products by industry 
and government have necessitated vastly 
increased facilities. 


In our new plant where production capa- 
city is nearly doubled, we are enabled to 
expand our research, development and 
manufacturing activities while improving 
our delivery schedules. 


In behalf of the Company, I extend sincere 
thanks to the jewelers and watchmakers of 
America for their confidence in our prod- 
ucts, policies and service, resulting in this 


expansion program. | 
li 


Drum Watch-rate Recorders se 
Tape Watch-rate Recorders 
Ultrasonic Watch Cleaners 


Ultrasonic Jewelry Cleaners 


Saag, Demageotion American Time Products, Inc 
61-20 Woodside Avenue 
Woodside 77, N. Y. 











PATS. 
PEND. 


ent 
We will pay all ship- 
SIZE ping charges to any 
point —— the U.S. 
(excep aska and 
Powerful 40 watt output Hawaii) if you enclose 
Stainless steel tank check with order. 


DI SON TEGRATOR* 
ULTRASONIC CLEANER 
The lowest priced ultrasonic cleaner ever sold! 


Buy ONE or 100 and Save! 
Low Prices on Larger Models! 


Simplified one knob contro! for easy opera- 
tion. High Frequency sound waves disinte- 
grate harmful soils and contaminants in 
seconds. Saves time and labor, boosts pro- 
duction rate, improves product. You can re- 
place hazardous chemicals with safe solvents 
and even water. 
5-DAY TRIAL 
Choice of 7 beautiful decorator colors to har- 
monize with your office or laboratory decor: 
Ivory, Wheat yellow, Turquoise, Desert sand, 
Pale green, Soft gray and Coral pink. Please 
specify color when ordering. 
EXTRA TANKS: $40 EA.—JUNCTION BOX: $12.95 
FREE 5 YEAR SERVICE CONTRACT 
ORDER NOW! DEPT. 28-JCK-6 


Full % gal. capacity 
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141 Albertson Ave., Albertson, L.!., N.Y. + PI 1-4333 


When this is centered 








SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graductes poss H.!.A. and state examinc- 

tions and are in greet demand. 
Send for free Catalogue 
“Your Future & Our Scheol’’ Bowmen Bidg., Lancaster, Pe. 


he oj ; : 
rVider eet 8 
1] a at 
- . -* 


se 


Veterces & State Rebabiiitcticea 











SEE CLASSIFIED 
ADS 
ON PAGE 112 





ACONS 


THE GUARANTEED WATCH CROWN 


ACON watc crown co. 


ae Stdvidige St., New York 2, N. Y¥. 

envtecturers of Gold Fiji 

Complete line including pn i 
through Wholesalers & Jobbers 


over the projecting point of the 
extended pin. This pinion fits 


rather tight, and when turned 
| by the minute wheel during the 


setting of the hands, it carries 


_the tapered pin with it while 


the center wheel pinion remains 
motionless. To remove the can- 
non pinion, the movement is 
rested on a stump in the staking 
set which has a hole that will 


'_just about accommodate the 


back head of the tapered pin. 
in the 
staking set, the movement is 
then placed over this as direct- 
ed. Select a solid, flat top punch. 
Place this in the staking set so 
that the punch rests on the pro- 
truding point of the tapered 
centered pin. A light blow of 
the hammer will dislodge the 
taper-pin and loosen the cannon 
pinion from its friction hold on 
this pin. 

When replacing such a pin, 
place a light amount of oil on 
the pin and replace it by press- 
ing the tapered pin all the way. 
If necessary, use the staking set 
for this operation. In replacing 
the cannon pinion, place the 
movement with the head of the 
tapered pin resting on a solid- 
faced stump, and then place the 
cannon pinion loosely over the 
projecting point of the center- 
tapered pin. Next select a hol- 
low punch that will fit over the 
cannon pinion. A light tap 
should then seat the cannon pin- 
ion completely and tighten the 
tapered pin in the movement 
with just enough clutch action. 

za * “" 
SOUTH CAROLINA ?—I am enclos- 
ing photographs of a clock made 
by L. M. Churchill of Hamburg, 
S. C., according to the label in 
the clock. As you can see, this 
is a one-day, weight-driven 
shelf clock. The over-all dimen- 
sions of the case are 203, in. x 
3714 in. The dial has an open- 
ing for the moon phases. In the 
picture, the movement has been 
removed and an electric move- 
ment put in its place. A photo 
of the old movement is also in- 


cluded. Could you tell me how 
old this is, and anything about 
these old South Carolina clock- 
makers? — Rodney Swinson, 
Bamberg, S. C. 

Answer: Your clock was not 
made in South Carolina, despite 
the elaborate and _ authentic 
looking label inside the clock. 
The photo of the movement is 
exactly like an Ives strap move- 
ment. Joseph Ives made many 
of these and your photo is an 
exact copy or a “brother” of the 
one illustrated in the “Book of 
American Clocks” by Brooks 
Palmer, photograph number 
244. Ives was a famous Con- 
necticut clockmaker of the first 
third of the 19th century, who 
later made clocks with “wagon 
springs” as the motive power. 
He operated out of Bristol, 
Conn. Your movement is exact 
down to the placing of the riv- 
ets. Now, how then the label of a 
South Carolina clockmaker? 
Well, before our Constitution 
was amended to forbid the prac- 
tice, merchandise between states 
was often tariffed just as for- 
eign imports. To evade this 
abhorrent tax, the local jeweler 
had the Connecticut maker 
print labels showing that he, 
the local jeweler, made_ the 
clock. Many such jewelers would 
buy wagonloads of clocks and 
convert them, labelwise, into 
their own “make,’”’ much like 
watch importers do today. It is 
a pity that this pretty clock 
should be converted into an elec- 
tric clock, destroying such a 
peculiar bit of history with it. 

“ x * 
PIGEON PARTS: Can you direct 
me to someone who carries parts 
for the Benzing Pigeon Timer 
(G.M.B.H. Sewenningen)? — 
Harold’s Jewelers, Hollywood, 
Calif. 

Answer: I know of no one 
who carries parts for pigeon 
timers. I suggest you write di- 
rectly to the maker of the clock. 
This is stamped on the clock 
itself. Also, pigeon timers have 
a trade publication of their own. 





Your skill 


deserves 


the finest loupes 


Make sure your most useful tool—your loupes—live up to your own high standards of work- 
manship. Recognized as the standard of quality, Bausch & Lomb loupe lenses are composed 
of the finest quality precision ground ophthalmic glass. You have a choice of a complete range 
of focal lengths and magnifications in both regular loupes and eyeglass models. Eyeglass loupes 
fasten easily to any regular type metal or shell eyeglass temple. Order from you regular sup- 
plier. Write for folder I-52 containing description of the full line. Bausch & Lomb Optical Co.., 


Rochester 2, N. Y. 


and the finest loupes bear this name: 


BAUSCH& LOMB WY 











SECURITY 
\ 


MAINSPRINGS 


A tor Swiss Watches 


ARE MADE BETTER 


Security Mainsprings 


finest Swedish steel 


heated in charcoal. é 


animal grease 
cheaper but not so 
hand polishing, 


springs are hand fin 


(other 


your Security 


are handmade of 

cold rolled, 
ind tempered in 
methods are 
After 
Main- 


effective). 


ished. oiled and 


sealed in moistureproof aluminum foil. 


Recognized as the 


finest by watch- 


makers for over 30 years. 


In the “Card Indexed” File Cabinet 


No. 21 — | Gross (1 Each of 144 Nos.) 


Populer Sizes 


No. 21'/2—!/o Gross [1 
Most Popular Sizes 


. .$42.60 


Each of 72 Nos.) 
28.10 


No. 24!/—'/2 Gross (For American 


Watches) Popular S 


izes | 28.60 


Order from Your Newall Jobber 








1110 Grand Ave., Kan 








WATERPROOF 
CROWNS by 


BOREL 


Write for full 


BOREL & CO. 


sas City, Mo. 

















We repair all types of cases, chrono- 


graphs ond stainless, and 
springs for cases. 
replacement movements 


make coil 


We also sel! used 


Write for Information 


BECKER-HECKMAN COMPANY 


29 Fast Madison Street 


Chicago 2, Illinois 








NEWS teva size 


HOROLUBE 9°¢C —<“23> 


CLOCK LUBRICANT 


NOW AVAILABLE 


Yo oz. Bottle 75¢ 


AT WHOLESALERS OR DIRECT 


THE HOROLOVAR CO. BRONXVILLE N.Y 





BOOKS 











GEMSTONES OF NORTH AMER- 
IcA, by John Sinkankas. Pub- 
lished by D. Van Nostrand Co., 
Inc., Princeton, N. J. $15. 

We have waited many years 
for a book that would serve as 
a successor to the last book with 
this title, the famous work of 
George IF. Kunz published in 
1890 and 1892. Now that we 
have it, no jeweler can afford 
not to add it to his library. It 
is a handsome book. The 176 il- 
lustrations are excellent; the in- 
formation extensive, accurate 
and interesting. 

Captain Sinkankas is an 
“amateur lapidary” in the sense 
that stone cutting is not his pro- 
fession. By profession he is a 
Navy man and he has been for- 
tunate in his opportunities to 
visit many lands and see native 
cutters at their benches, miners 
in the pits, and merchants in 
their stalls. His own experiences 
in cutting have given him the 
knowledge that lets him look 
with a critical and appreciative 
eve at the work and experience 
of others. 

The introductory chapters dis- 
cuss general principles of gem- 
ology and are useful to include 
in any book on gems whether it 
is geographically limited or not. 
Following this necessary, but 
very original material we 
the meat of the work. 
This is the description of the 
numerous standard jewelry 
stones with which the jeweler 
is familiar because they are his 
daily companions. First we find 
a brief discussion of the nature 
of the stone; its properties, ap- 
pearance and uses; then a geo- 
graphical breakdown of the 
North and Central American oc- 
currences. 

Captain Sinkankas has done 
a very thorough job of tracking 
down the localities for many 
historically interesting occur- 
rences of the gem minerals. This 


not 
get to 


requires the time-consuming job 
of reading all the old descrip- 
tions; and then, whenever possi- 
ble, actually visiting the places 
so that he can give up-to-date 
appraisals of the chance of get- 
ting further specimens from the 
same localities. 

With many of the localities, 
he has had a very personal ac- 
quaintance. When he was sta- 
tioned in San Diego, he visited 
and studied many of the San 
Diego County tourmaline-kun- 
zite pegmatites, and went to 
the remarkable sphene locality 
in Baja, Calif. Back in Washing- 
ton he has become interested in 
the reopening of the famous 
Amelia pegmatite, source of the 
finest amazonstone ever found. 
This mine was worked by the 
American Gem and Pearl Com- 
pany back when the commercial 
interest in American gems was 
at a peak as a result of the ac- 
tivity and interest of Tiffany’s 
Dr. Kunz. 

Following his descriptions of 
important stones, minor stones, 
decorative stones, rare gems, 
and organic gems, come some 
tables and state summaries, a 
bibliography, and an index, all 
of which considerably extend 
the usefulness of the book. 

The color illustrations are ex- 
cellent. The misgivings of the 
reviewer when he léarned that 
Captain Sinkankas illus- 
trating his own work with his 
own water-color paintings, were 
completely unfounded. In addi- 
tion to being the best of the cur- 
rent crop of amateur cutters 
(many are far more skillful 
than the average commercial 
cutter; at least, more willing to 
spare the time for a difficult 
stone) Captain Sinkankas is a 
good artist and a good, pains- 
taking writer. It would not be 
possible to recommend this work 
highly. It is a fine 
worthy of anyone’s library and 
one that the jeweler who has 
any pride in his trade must have 
for reference, and to answer his 


customer’s queries.—F.H.P. 


Was 


too job, 





B & 


since 1647, when Christian Huygens first constructed the oscillating system 
(balance wheel hairspring assembly) for the portable watch, the perfect poising 
of this system has been the most discussed problem in watch manufacturing 
and watch repair. The usual method of statically poising the balance wheel 
alone has been proven to be obsolete. Even if this is done with the utmost 
care, another “heavy spot” is added to the oscillating system with the hair- 
spring. The hairspring is fixed at three points, A, B, and C. The breathing 
hairspring can develop only excentrically in the direction indicated by the 
arrow, acting as an additional pendulum. These and other influences on the 
rate of a watch vary in all vertical positions, especially when the main spring 
of a watch runs down, causing a change of amplitude (arc of the balance 
wheel). Brother, you really got problems! 








GREINER 
CTY, has developed 


anew method of Z 


DYNAM IC POISING of the complete oscillating system in 


action, which solves all problems concerned in an extremely simple and effi- 
cient manner. As shown by the diagrams below, with an eight position one 
minute test on our continuous tape recorders, the solution can be found and 
applied within a few minutes and with perfect results. We invite you to study 
this unique procedure by requesting a copy of our “Greiner Electronic Method” 
Bulletin +5, which is yours for the asking. 


| 


| 


| ps, 
CHRONOGRAFIC | 


CHAMPION $475.00 


RECORD $495.00 


1 minute diagram of chronografic champion before correction 


1 minute diagram of chronografic record after correction 


CTRONICS, INC 
CTICU 


CONNE T I T 
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EXPERIENCED diamond ring salesman 
with following among the Midwest 
jewelers; previously traveled the East 
and West Coasts; address, ‘567,’ care 
of JC-k 


RATES AND REGULATIONS New rates start with March 1960 Issue WATCHMAKER-DEPT. MANAGER, de- 

Remittance in Advance sires permanent position ; certified 545 

Elgin college graduate; 30 years’ experi- 

T " -~ ° ence in best stores: finest references 

SITUATION WANTED”—Regular type $3.00 first 25 words; addi- fine customer relations; address, “H 
tional words, 10 cents per word. Heavy type $8.00; addi- 5888," care of JC-K. 


tional words 25 cents per word. TOP RETAIL JEWELRY SALESMAN 
av ” 4 — fullv experienced all ymnhases of opera 
HELP WANTED”—"“LINES WANTED"—and “SIDE LINES"—Regular type $5.00 act? ae Sh: canes cements oh 
progressive firm; salary $150 plus com 


first 25 words; additional words 15 cents per word. Heavy Seo aterm tgp inet Regeee 9? haga gaa - 
type $8.00 first 25 words; additional words 25 cents per care of JC-K. 


word. IF you ARE looking for a top gvrade 
ALL OTHER HEADINGS— Regular type $9.00 first 25 words; addi- yous Saeee. => see Lapa 
of $175 plus future, it 


tional words 25 cents per word. Heavy type $13.25 first 25 worth minimum of $175 plu a3 
ld | while to write to . 


would be worth 


~ 


words; additional words 30 cents per word. 5882" care of JC-K 
e Name, Address, Initials and Abbrevia- ¢ Advertising matter addressed to classi- MANAGER, 15 years’ experience one com- 
— a fied advertisers will not be delivered. pany ; presently oe wip Tor “—s 
- as ie ad r " ol e Country's arees cenains tno 
¢ Classified ad form closes 10th of the ninte maaan ta an whenen of obs 
e If answers are to be forwarded, 20 cents month preceding date of issue. and credit operation: desires chang 
° : address, “S, 5879,” care of JC-K 
extra to cover postage sauct be enclosed. A box number when used in ad counts annie 
as five words, that is, “Address #13, prt SEE ONE ROT LO ae an reer 
e No Agency Cc 1ssiO ” GUARANTEED NOT TO DOUBLE YOUR 
sank sei tig isn care of J C-K. BUSINESS; retail mgr. salesman; 35 
] ; I “ - ‘ family man; but with 14 years exper! 
n answering Box Numbers address envelope “Box —,” care of Jewelers ence I can try: currently in North 
it willing to relocate address K 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose but ¥ > 10+. te 
original letters of recommendations. senses Diesnninansitecti 


INSIDE CREDIT JEWELRY SALES 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. MAN; 5 figure calibre ; “exceptionally 























productive diamonds, watches, kindrs 
lines: alert, indefatigable worker! mid- 
iain: adil _ i — dle age: strictly confidential 1ddr 
MANAGER 20 years diversified experi- > Lp ss =e - 1C.K 
. + ence in all phases of cash and credit S, 0394, care OL . -K 
S tua v Ww ed operation : yresentiv e loved, ‘ es] es ————— 
, dons ant change - will no dl mag ang Mey WATCHMAKER, JEWELRY REPAIR. 
— : — —— 9906," care of JC-K. ER; 25 years’ experience raiire id and 
. ————————— ponesnaain ——— high grade watches lo« ated Texas but 
EUROPEAN SPECIALIST watchmaker WATCHMAKER, good mechanic ; 14 years will relocate ;_ available 5 : me 
A-1 mechanic; any location address fine store; Importer experience; take sooner if desired H D> f <ER 
‘564.”" care of JC-K charge repairs; estimating, sales: New RUSK JEWELERS, Rusk, Texas 
York City, Long Island, Suburbs: ad- EE ED DAE ESO ERI SA 
~~ ee eee ee nanan, dress, “S, 5625," care of JC-K. GRADUATB WATCHMAKER: 14 years 
stepper o¢ 7 sUTET ED ; ~ py - a ; experience estimating, dealing with pul 
FIRST CLASS JEWELER, stone setter | YOUNG LADY, many years’ experience lic; now managing repair department 
and special order work; 16 years’ ex- =| in wholesale and jobbing jewelry line better jewelry store; 34, married; Ohio 
perience will relocate in first class desires position in order and repair de- or Pennsylvania preferred : address. “‘S 
store: address, “T, 5877," care of JC-K. | partment : A-1 references : address, -991." care of JC-K 





= — ee Pe a **565."" care of JC-K. ———— - 
—— DIAMONDMAN of fine standing with many 








KEY DIAMOND MAN); available repu- SALESMAN, MANAGER, single, 39, with years experience; excellent knowledge 
table store; $150 weekly plus rational 20 years’ experience in retail credit of the trade and sources wishes re- 
monthly commission; unlimited surety jewelry field desires position with sponsible position with first class New 

° bond eligibility ; Jersey resident; middle future; address, “M, 5919," care of York house; address, “A, 5923,”" care of 
age; address, “S, 5908," care of JC-K. JC-K JC-K 


—— ed 














ORDER BLANK FOR CLASSIFIED ADS 
ALL ORDERS: CASH IN ADVANCE 


Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. Under the Heading of ss 7 place the Following ad: 
Philadelphia 39, Pa. 


Please check if box No. Wanted [] Sn: a ow ec cia ww det Renew esses cncereweusasere 


Enclosed is Check [_] or Money Order [] & Street .......... 0 ccc ccc ccc cece ec ccecuee NN oss iaicg nie a eer 











JEWELERS’ CIRCULAR-KEYSTONE, JUNE 1960 
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MANAGER SALESMAN, 20 years ex- 
perience; age 43; credit, display, ad- 
vertising, merchandising, promotions 
aggressive business creator suecessful 
background uuthwest area preferred 

‘A 912.” care of JC-K 


1ddress 


; 


MANAGE EXECUTIVE ABIL 
experience, n 

ration adver 

motions credits 


pon sibilit \ 


WATCHMAKER 
rOOt ducer dé 
ith fir ; 


rida 


Addre: 
DIAMOND 
excellent 
Ters 


dent 


itaey 


JC 


MANAGER - EXECUTIVE: extensive 
experience in all phases of retail 
credit jewelry field; seeking position 
with progressive organization; loca- 
tion preferred: West Coast or South- 
west; age 45: health, excellent: ad- 


dress M, 5903.” care of JC-R. 


ENGRAVER Jie LLRY REPAIRMAN 
WATC HIM A two in combina 

t ep eae n 25 years’ experi- 

\ permanent 


good 
K 


FIRST RATE all around repairman 
harge repair department: handle 
volume watch and jewelry rep: 
workmanship; dependab! 
habits: good personali 
tt have large volume of repairs "do 
it answer this Address, ““F’, 5901,” 


are of JC-K 


MANUFACTURE WHOLESALERS 
JOBBERS, e a ly well qualified 
traveling salesman, with excellent rec- 
ord of past performances invites your 
inquiry ; 1 want a first grade line where 
hard work :; the ability to make and 
hold accounts ill be appreciated; ad- 
dress, “S, 5862," care of JC-K 

EXPERIENCED MANAGER, 20 yours 
top notch salesman nice appearance, 
ily man; last 15 years with "Seen 

chain Knowledge all phases for suc 

cessful credit store operation; presently 
managing in Southwest: wish to re- 

ocate prefer Calif address, “‘R, 5916,” 

are of JC-K 


DIAMOND BUYER, wishes to affiliate 
himself with large ring firm; long 
outstanding ability; well known; ex- 
cellent connections with sources of 
supply; will serve as resident buyer 
in New York City for a reasonable 
commission; finest of references: 


address, “568,” care of JC-K. 


POP LEVEL EXECUTIVE with firm 
l7 years; fully experience credit, 
display, advertising, promotions, 
merchandising, personnel, fine sales- 
man would like to represent good 
firm in Midwest; finest trade ref. 
erences, good wee’ te address, 


“P.., 5826.” care of JC-K 


i'TST ae diamond salesman and | SALESMEN WANTED to handle as side- 
manager, , Seeking relocation in line outstanding imported leather watch- 
emthae ( a iiternia experienced in all straps and expansion watch bands 
phases of retail credit chain store territories open: 11 Western States; ex- 
igement; aggressive sales creator; em- cellent opportunity ; address, “C, 5965,” 
ployed by present firm 7 years: : care of JC-K 
to assume full responsibility: w - 
sider 9 H0f S ar "OS < F am ° 
ano icK deosex | ms SOUTH ATLANTIC SALESMAN wanted 
a aaa ; for line of stone rings and pear! jewelry 
to call on retail cash and credit jewel- 
complete details and photo in 
address, “J, 5817," care of 


Lines Wanted 

SIDE LINE SALESMEN wanted to sell 
cultured pearls; southern and west- 
Ss AL ESMAN 'THEAS ! ern territories open; only responsi- 
~ ie ge aah” iiiom Chan ae Pg 3 ble men carrying diamonds or non- 
additional eatabiiehed line ee conflicting lines need apply; Ad- 

‘C, 5751,” care of JC-K dress, ““N., 5932.” care of JC-K. 
TWO TOP quality salesme if les 
for the 10 Western stat have follow- SALESMAN; high earning potential, 
errer & whee Ee eg aad “en i with extensive foilowing of retailers, 
midwest territory available to carry 


CoveraLgze assured 


ind d 
anit 
: 9915,” care of JC-K. quality diamond rings; give details: 
ceca onto socaleiniee OE replies kept confidential: Address. 
SEASONED MANUFACTURER’S rep- cone =93] P “ne at SO 
resentative with well established fol- pecite asl e oes ene 
lowing selling wholesalers and job- ' * : 
: : LESMAN W ANTED for 
bers in Southern States and North- charms and jewelr: 
east seeks one additional manufac- to work out of our 
turer’s line: address, “J, 5763,” apap J » pas shed 
“pondaence conn : 


eare of JC-K. 44 th 


REPRESENTATIVE established Chicago 
ind Midwest calling on je we lers, - de- rate ROL ts 
alty t nail SALESMEN WANTED: terri 
rder houses: available for strong e r i w men to carry side 
tablished line t. pen sold on steriing po 


Trent 


4 4 
partment ana Sper 


i ne tray 

asis write DEE 

RING TOMPANY 
Minn teem M 


>? 
‘ 


Ic 


SALESMAN with large fol- i 
t well rounded, com WATCH AND CLOCK SALESMEN 
welry linge draw us good following among retail jewe!l 
for har wi inted by importers of popular priced 
intensi' ver: follow- jewel and 7 jewel Swiss watches and 
territory : metro. N. Y r F C% transistor, travel alarm and boudoir 
& “Wash - address, clock address, BANC R WATCH 
of JC-K ‘O., 10 W. 47th St., N. Y¥. C 


SXAS. OKLAHOMA, LOUTISIANA, | COMPLE TE LINE of stone rings avail- 
NEW MEXICO AND ARKANSAS rep- abl for an experienced salesman sell- 
resentation available; write TOLé in retail jewelers for Illinois, in- 
Tumbleweeds,. Southwestern Gift and Chicazo and Indiana draw 
Jewelry Traveling Men’s Association, commission; give complete de- 
c/o David A Shapiro, Executive lLDirec- i iS and photo in_ letter; address ‘D 
tor, Suite 2004, The Dallas Trade Mart, 5816,” care of JC-K. 
2100 Stemmons Freeway, Dallas 7 . - 
exas. | EXPERIENCED MAN for Phila. area t 
work on commission selling small line 
ladies’ gone filled and sterling packaged 
SNE oe SI at SI Naat A A RRS PINES ARTE peer .welry direct to the retailer 


under our own trade mark: established 


Side Lines territory ; address, BERT MARKS CO 


131 Washineton St., Providence 3, R. I 


SALESMAN for Middlewest, Southwest | CULTURED PEARLS: direct import- 
South; fine line of sterling silver er has Eastern and Southwest terri- 


rie 

- llowware; state experience; address, , 

“Hl 5880." care of JC-K tory open; only energetic salesman 

| with good following better retailers 

MIDWEST MAN wanted for successful need apply; commission basis; state 
or . “yoo ee —. Baye ok Phaiend experience, lines carried in appli- 
J. ANVOORT. INC. 603. Si ae eo cation; address, “S, 5876,” care of 
Brooklyn 15, N. Y¥ - -K. 


SALESMAN, ESTABLISHED, for West SALESMEN for clock importer 
Coast: high style cultured pearl and west, Midwest, Up State New York ter- 
diamond rings of original design; small ritories: excellent companion line for 
mpact line; BOTE 2 W. 47th St., experienced men with following, now 
New York City calling on jewelers, houseware depart- 
ment stores, distributors, volume users 
INEXPENSIVE cultured pearls, necklaces, rated progressive frm; commission, 
} , ha oe complete dat ‘ oo ence, lines 
chokers, etc.; fully competitive in price, , i wh id anfidence ad. 
rood sellers ° all territories open East handle d; rep ies ie in Co fid. ice; aad 

f Rockies: address, “P, 5930," care of i 


<3) 


f tl} 


dress. < S898 ‘are oO : 


es MANUFACTURER of prong set crystal 

ith following among credit and colored stone items and beaded 

carry compact diamond ’ tan diveeh -' one pas 

line: can carry non-diamond goods, selling direc o retail, spe- 

‘veral territories open ; write full cialty and department stores, has 

addre ss. ; Pe, . care of i sev eral territories now open; line 

pays 15%; we are one of the top 

eal | rate anufacturers: only experi- 
SALESMEN calling on retail jewelers mid- | ated mat “t a E 

west: south. west coast. for established | enced men with following should 

importer 7-17 jewel lever watches com- | apply; give full details in first let- 
petitively pric ed ; _ high 1 comm issions Seale a . 66 ~ ” are 

West 47th Street, New York 36. N. ¥ | JC-K 





WANTED: AGGRESSIVE REPRESEN- 
TATIVES calling on retail stores 
to sell on commission basis a fast 
moving short line of superior qual- 
ity watch straps and imported ex- 
pansion bands (Swiss) choice terri- 
tories available; apply to FAVRE- 
LELUBA WATCH & CHRONOM- 
ETER CO., INC., 665 Fifth Ave., 
New York 22, N. Y. 


Help Wanted 


JEWELRY ENGRAVER, Ga 
running shop; salary and 

limit; write, LOU HAR 
Bidg., Dallas, Texas. 


WANTED, 
pable I 
DONUS; age 
Ris ap 


{ “ITS 
LoVe See © F | ms 


JEWELER AL 
anteed empioyment OI 
partnersnip in egro\ iz 


(y y4ZY care of JC-k 


JEWELRY BOXES SALESMEN 
WANTED; highly competitive line; 
quality goods; all territories open; 
address, 569,” care of JC-h. 


41 DIAMOND ASSORTER: singles. 
fulls and sizes; in New York; state 
experience an dreferences, salary ex- 
pected, inquiries confidential; Ad- 


dress, “R., 5934.” care of JC-K, 


lL. AROUND MAN for gu: 
work towart 
busine 


iress 


WE HAVE OPENINGS for voung ag- 
gressive managers and salesmen; 
write or phone, BUSCH SONS, 875 
Broad St., Newark, N. J. or phone 
MA 3-2987, ask for Mr. Sargent. 


ONE 


kK 


DIAMOND RING SALESMAN wanted 
for Pacific Coast to call on our well 
established trade; must have experi- 
ence and good following of his own: 
H. HAMBURGER CO., INC., 22 W. 
48 St.. New York, N. Y. 


SALESMAN with knowledge of dia- 
monds and jewelry; department 
store operation; age no _ barrier: 
state all qualifications in letter to 
ROBERT BRODKEY, Corpus 


Christi, Texas. 


SALESMAN-MANAGEMENT ~ Trainee 
for our stores in Newark and Sum- 
mit, N. J.. Dallas, Abilene, Texas: 
under supervision of Geo. Busch, 
sole owner; write-phone _ collect. 


ORANGE, N, J... 5-6303. 
ATCHMAKER: $150.00 minimum 


guaranteed salary and commission: 
full charge repair department in 
fine store in Chicago suburb: give 
full information: Address, “L.. 
9917.”’ care of JC-K. 


MANAGERS 
S| , 
long 
Virginia, 
liar with 
ASSUmMe ré spon 
shit and profit 


thay? 
iddress, “‘T 


WANT 
estab! hed 


needs 
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SALESMAN calling on retail jewelers; 
Ohio, Kentucky, Indiana, Michigan 
& Illinois; well known advertised 
line scarab jewelry, disc jewelry and 
identification bracelets; must have 
following: ADMARK, 714 Sansom 


St.. Phila... Penna. 


WATCHMAKER; top craftsman for fine 
store in beautiful San Juan, Puerto 
Rico; year round mild vacation climate ; 
S125 per week, 2 weeks vacation; spa- 
ous air-conditioned shop; finest qual- 
ity work with limited production: no 
locks: writ details to MILLER’S 
JEWELERS, Box 1458, San Juan, P. R. 


{ ( 


KNOWN MER. gold filled, 
fine fashion jewelry, is expanding sales 
force in Midwest, Southeast and South- 
west desires experienced salesmen call- 
ng on fine jewelers and specialty stores 
ommission bi tion to non- 

nflicting line address, “Box 363, care 


[llinois 


NATIONALLY 


isis Tid) on wer 
‘*hicago, 
middle 


first 


the LT 


FOREMAN, well Known 
fine jewelers seeking reliable 
experienced jeweler to run 
ry repair and manufacturing shop 

opportunity for right man to 
iis own business without great 

itlay send full particulars 
f JC-hK 


SHOP 


el -_ ie ‘> @ 4 . 
~~ 124 care 


SALESMAN, New York City and State; 
calling jewelers, department 
stores and resident buvers: well 
known advertised line scarab jew- 
elry, dise jewelry and identification 
bracelets: must have following: 
ADMVMIARK,. 714 Sansom St... Phila. 


6. Penna. 


SALESMAN: Op, 
" ? ? rege 


1 


SALESMEN with established territory 
for the South, Midwest: also New 
York and Penna.; to carry a popu- 
lar priced gold ring line and dia- 
mond line: commission and draw- 
ing: state experience, territory and 
references: SCHWARTZ JEWELRY 
CO., INC., 850 Elk St.. Buffalo 10. 
New York. 


MANAGER-BUYER; for credit 
jewelry store, Dayton, Ohio; must 
be top salesman and understand 
the credit jewelry business from A 
to Z; only those with top references 
need apply; top salary, plus profit 
sharing interest; confidential; write. 
4. J. MARGOLIS, 4 E. 5th St., Day- 


ton, Ohio. 


MALE 


SALESMAN for Midwestern territory 
to carry a fine line of charms and 
Florentine finished bangle bracelets 
with diamonds and genuine stones: 
an additional line of pins and ear- 
rings will be added soon: must have 
good following: references: KOL- 
TUN TEWELRY CO., 62 W. 47 St.. 
New York 36, N. Y. 


WATCHMAKERS and department. man- 

iwers: openings in ed watch and 
departn ents in leading 
etores throughout country 
lished company seeking only 
interested in permanent positions; 
lent working conditions: high pay 
Watel 
Toledo 


lea . 


eweilry repall! 
irtmen?t 


} 
esta } 


ré 5 riences Pes nlie’s 
‘ K De l¢ ] aes : 


245 23rd St 


ni 
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iir Company, 











SALESMAN, WHOLESALE;  experi- 
enced; with car, to travel out of our 
Nashville office and to call on retail 
jewelers; full line; commission; 
drawing account; start July Ist; 
write giving age, experience, back- 
ground and other details; all replies 
held confidential; Address, The 
President, A. C. BECKEN CO., Post 
Office Box 1, Chicago 90, Illinois. 


SALESMEN for Midwest and South- 
west territories by nationally known 
silverplated hollowware manufactur- 
ers: must be aggressive with estab- 
lished following among department 
stores: jewelers, gift shops: commis- 
sion basis; all particulars in first let- 
ter, replies confidential, related but 
non-conflicting line acceptable; Ad- 
dress, “B., 5893.” care of JC-K. 


MANUFACTURER of suceessful pro- 
motional line of silver plated hol- 
lowware has opening available for 
representative in N, Car., S. Car.. 
Ga., Fla., Ala... & Tenn.; this line is 
strong enough to be carried exclu- 
sively, but non- 
conflicting side line; excellent op- 
portunity: address, “566. care of 


C-K 


no objection to a 


SALESMEN, following and experience 
a must for the Hadley Watch 
Band line. exclusively priced to re- 
tail from $3.95-$8.95, with terrrifice 
markup; there are several territorie- 
still open: excellent earnings for 
salesman to carry along with hi- 
present line: must submit complete 
resume; JACK R. STORTI, PRES.. 
THE HADLEY CORP., 580 Fifth 
Ave., New York, N. Y. 


new 


DIAMOND RING SALESMEN wanted. 
with fine retail following; establish- 
ed accounts: excellent line of com- 
plete diamond rings, wedding rings 
and diamond ring sets: also: hand 
engraved wedding rings; all terri- 
tories open at present; $30,000 
earnings possible to right man; send 
complete resume; all inquiries con- 
fidential; address, “R, 5905." care 


of JC-K. 


"ATCHMAKERS 
pair departments 
crores narior 

with one of the 
Im thie 
froup 


uture for 


ment chains country 


discour 


pitalizatior 
person wit! 
willing to 
responsibility positions 

vast South Midwe 

addre | 


Michig 


excellent f 
ing personality and 





SALESMEN with experience and follow- 
ing wanted for WESTCOAST AND 
SOUTHERN states; must be resident in 
territory we are an established but 
rapidly expanding firm manufacturing 
l4hW gold jeweled charms; this is an 
excellent opportunity for the right man 
to grow with us; line proven 
quality and price a non-conflicting sup- 
plemental line permitted; draw against 
commission with particulars to 


as to 


re piy 
ae ao care of JC-K 


WANTED ‘IRST CLASS sales manager 
for jewelry store, located in coming 
Midwestern city of approximately 50,000 
population; top salary scale, plus pos- 
sibility of supervising several stores in 

area; said manager 
personality, must 

traffic up in a store 
not be afraid of 
Willing to pay for 


reply to 


ame geographic: 


if Diese 


} 
kK 
established 
eha Ti 


adver- 


TISING MAN d 


a ‘i 
retail jewelry 


ADY lok ‘ 

rapidly expanding 
las Opening To! 
LISIN“ rMmathi 


newspaper 


qualified jewelry 
wide experience in 
“ct mail, radio & T \ 
Ds “age os te VY, ageressive con 
genial, PROMOTION minded and am- 
bitiou admini depart 
ment: a chance of a lifetime for a good 
where ability and hard 

recognized: your reply 


onfidence address 


J(-K 


? 
strate entire 
. 


GORDON’S QUALITY JEWELERS 
will open approximately 20 stores 
in Florida, Texas, Louisiana, Arkan- 
sas, Alabama, Mississippi and Ten- 
nessee, also in Puerto Rico in 1960; 
we need good hard working well 
experienced managers: excellent 
salary plus sales incentive earnings; 
many benefits which include the 
famous Gordon Profit Sharing 
Plan; if you can qualify write at 
once to H. G. GORDON, PRESI- 
dent, c/o GORDON’S QUALITY 
JEWELERS, 600 Stewart Bldg.. 
Houston 2, Tex.; all replies in strict 
confidence. 

DIAMOND RING SALESMEN,: nation- 
ally known diamond ring mfg. seeks 
2 aggressive, hardhitting promotion- 
ally minded experienced salesmen, 
capable of earning $20,000 a vear. 
minimum; if vou are a self-starter 
with a proven sales record and have 
a following among well rated retail 
jewelers, we want to hear from vou: 
territories available have been 
covered for years and we have an 
excellent following; substantial draw 
against commission to the right 
men; write full resume in first let- 
ter; all correspondence will be re- 
ceived in strictest confidence: W. | 
SEBEL CO., 315 W. Sth St.. 
Angeles 13. Calif. 


Los 


GREAT OPPORTUNITY FOR TOP 
JEWELRY SALESMAN to. cover 
Western states of Colorado, W yom- 
ing. Arizona, New Mexico. Idaho 
and Montana; excellent opportunity 
for experienced general line jewel- 
ry man; require diamond, watch, 
jewelry, silver, clock and appliance 
experience, with ability and desire 
to earn high income; excellent co- 
operation from $1,000,000 com- 
pany; all top lines with large inven- 
tory; aggressive sales promotion 
program with exclusive franchise 
dealers; terrific buying power; only 
experienced high grade salesman 
having loval following in these 6 
states need apply; lifetime oppor- 
tunity for man with ambition and 


agnr '“ ‘or AIL 
4 try | he 
AX ‘ , ONE. 


JUNE 1960 








hustle; permanent connection; write 
fully and give history in first letter; 
a recent photo will help; we will 
hold all communications confiden- 
tial: address, “H, 5914.” care of 


JC-K. 
FT ORR 5 5 ERE ROT METERED SNS OAR RE S, 


For Sale 


Steres, Stecks and Businesses 


SMALL JEWELRY STORE for sale: ideal 
for watch and jewelry repair man; ad- 
dress, “T, 5918,’ care of JC-K 

$100,000 tax loss available long estab- 

lished jewelry manufacturer liquidating : 

have no liabilities and unblemished rec- 
ord; address, “S, 5841,” care of JC-K 


JEWELRY STORE: established 36 years; 
retiring on account of health: heart of 
New York City; reasonable price: apply 
at 74 W. 37 St. N. Y. NO PHONE 


WESTERN STATE; established and re- 
cently modernized jewelry store: gross 
1959 sales, $100,000; present inventory 
$18,000; sacrifice $12,000 plus fixtures 
address, “E, & care of JC-K 


5791.” 
ESTABLISHED STORE: 
Massachusetts 

cash top lines 
excellent 
tire address, “P 


JEWELRY 
good lease; credit & 
sterling and watches 
owner wishes to re- 
5889," care of JC-K 


iocation -: 


HEAVEN ON 
Diego, Calif 


EARTH CLIMATE, San 
established jewelry, watch 
and clock store in busy shopping dis- 
trict long lease owner retiring; ad 
dress, “W, 5910." care of JC-K 

established 20 years, 
: ".) excellent repu 
fixtures lots 
jewelry repairs; low over- 

43 6 


care of JC-K 


JEWELRY STORE 
"estchester CC. 
stock and 

and 


iddress, “G, 5936,”’ 


Sx0H00 , 


small town jewelry store; idea! 
man operation only jewelry 
f 2000 S$SO00 inventory 


BOX 24, Elkland 


mms write, 


ESTABLISHED CREDIT Jewelry Store, 
Florida gold coast: A-1 location: ideal 
promotilo! minded party ; clean 
op iines retiring address, “E, 

are of JC-K 


RY STORE 
Mass excellent 
chised lines low 
tu Address ‘B, 


gift 
repair 


rent; stock 


shop southern 


Hus! eo 


. 7 fieiti 


1. JEWELRY STORE, Eau Gallie 
iocated in a growing area shopping 
itrick Air Force Base 


very TreASON: a 


dress 


DETROIT SUBURBAN; fast growing 
Westside shopping center; $100,000 
plus volume; A-l modern fixtures, 
perfect chain location; fresh clean 
stock; address, ““A, 5884,” care of 
JC-kK. 


ile estah!] 
F100 000. 00 
‘ onditioned locates 
o: will make extra con 
quick deal address, “J. 
"-K 











VIRGINIA; 


LOV.000: 


oldest jewelers inh city ol 
continuous operation since 
IXXS° 100% location: watch repair; 
owner retiring; immediate possession ; 
$25,000 for inventory, fixtures, accounts, 
name and good-will; write, c/o T. J 
SURFACE, ATTY. P. O Box 998 
Roanoke, Va 


CREDIT JEWELRY STORE in San 
Bernardino, Calif., population 100,- 
000; 20 miles to beach; 20 minutes 
to mountains; will sell anyway re- 
sponsible person wants to buy; fam- 
ily troubles forces quick sale; con- 
tact, TOBERTY JEWELERS, 554 


Third St... San Bernardino, Calif. 


SMALL ESTABLISHED cash and credit 
store in industrial Penna. town of 18,- 
O00 : LOO® location : representative 
name brand stock, accounts receivable, 
bookkeeping cash register, watchmak- 
er’s bench, engraving machines, safe, 
fixtures: excellent growth possibilities 
ideal for young couple; reasonable for 
quick sale; address, “B, 5913,” care o 
JC-K 


MODERN ESTABLISHED __ jewelry 
store, in beautiful Western, N. Car- 
olina; ideal for watchmaker and 
wife; low rent; total price $5600, 
includes clean inventory, fixtures 
and receivables; can pay for itself 
in one year; only those interested 
in a going business at a sacrifice 
price need apply; address, “C, 


5907.” care of JC-K. 


‘ 


DALLAS OPPORTUNITY: FOR SALE, 
LEASE, MERGER: beautifully fixtured, 
air conditioned 25 x 100 plus meZZa- 

nine in heart of downtown; 90° loca- 

tion; opposite Neiman Marcus: 9 mag 
nificent windows with marquee electrical! 
available with or without ac- 
rec eivable or inventory trained 
personnel ready to go under your direc- 

tion: having lost my manager after 22 

vears and with other concerns 1 want 

to curtail: I am sole owner of stores in 

Abilene. Texas, Newark & Summit, N. J., 

ind will negotiate promptly and de- 

pendably no reasonable offer will be 
refused: suitable for chain or individu- 
als contact MR BUSCH OR MR 

SARGENT, BUSCH & SONS, est. 1880 

875 Broad St., Newark, N. J Ma. 3- 


_ 


OS i ones 
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counts 


For Sale 


Tools, Equipment 


VVTATL ORDER watch business 
dresso piates: ther 


of JC-K 


; 
‘ 
assets 


THOMAS REGULATOR 
with cecond hand = 
nish: write, W 
, MASS 


CY INVENTORY 

S approximate 

31,000 diamond rings, W 

Napier and assorted items; writ 
S. LOWE, Box 87 Raw 


JEWEL 
ecently closed Tore 


Business Opportunities 


CONSULT M. Y 
Madison, Chicag 
cash prices paid for 
ther jewelry stocks. C 


rm 2-540; : reterence, 


FINKELMAN 
Since 1925 


diamond: 


AMERICA’S BEST KNOWN jewelry» 
Auctioneer; over 40 years in this 
publication as an advertiser ; 
THOMAS J. FAUSSETT, 521 Flem- 


ing St., Howell, Michigan. 





ASH Lo 
cK & hixtures ] 
dignified auctl 
) years’ exp ire 


ronx .~ 


. ¢ 


rience . W I ; 
hone HERMAN BOR- 


GRADE NORMAL 

VIBRATING; since 1921; 
available to jobbers: mail 
orders promptly handled; EMMA 
GIRARDIN, 96 Rumson Rd., Little 
Silver, N. J. SHadyside 7-1283. 


BRILL AND COLMES, 
sales specialists; 45 West 
N. Y¥. C.. over 35 years 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 156. 


HIGH 
SPRING 


service 


auctioneers- 
th St.. 
successful 


NEW YORK jewelry 
manufacturer selling rec Oo retail 
IS in 


another 


} »f 
ene 1its 


iu j impro' 
. ‘ 3 . : ys 
rstriputio? Ad - ; ; care 


of JC-K 


JEWELERS SALES SERVICE; a pro- 
fessional sales organization to 
serve you; AUCTION-ACTION,: re- 
tail or liquidation; 25 years sale 
experience; your reputation pro- 
tected; immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE: 512% S. Main St.. Los 
Angeles, Calif.; Phone MAdison 
6-0828. 


DEALERS LIQUIDATION SERVICE: 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO.- 
TIONAL—CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 


MILLION DOLLAR nationally known 
importer will open new wholesale 
precious and semi-precious stone 
department on August Ist; this is 
an excellent opportunity for the 
right man with contacts, imagina- 
tion, thorough knowledge of the 
stone field and willing to make a 
reasonable investment; only respon- 
sible principles considered; all re- 
plies held in strictest confidence : 


Address, “*N., 5927,” care of JC-K. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOl NEED 
CASH? We will pay cash or con- 
duct a flat or supervised auction 
sale; we have conducted over 1000 
sales in the past ten years alone: do 
not accept less than 100c¢ on the dol- 
lar for your inventory, accounts. or 
fixtures; WRITE . WIRE... 
CALL COLLECT ... We will come 
to see you in your store at our 
expense; you are under no obliga- 
tion; SILVERMAN SALES ENTER. 
PRISES, 580 Fifth Ave., N. Y. 36. 
N. Y. Tel. PLaza 7-4693. 
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MARTY MILES SALES, INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
plane, MARTY MILES’ SALES, 
INC., 1835 Stevens Forest Drive. 
Suite 104, Dallas, Texas. Phone 
WH 1-5737. 


Wanted to Purchase 


PAWNSHOP or modern good going estab- 
lished cash or credit jewelry store over 
sixty thousand yearly volume; state 
full particulars; address, “B, 5925 


care of JC-K 


PURCHASE established jew- 
New York area ; 
population over 

Address, ‘Gs 


WANT TO 

elry store, New Jersey, 

good location, 

send particulars 
C-K 


120." care of J 


must be 
9 OOF 


PLATINUM SCRAP WANTED; $3.00 
per awt ISK gold, $ Ay + per dwt 

14K, 95¢; 10K 68¢; silver 65¢ per oz. 

bonus prices for gold filled; ship as is 
we'll segregate; L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, Il 


OLD GOLD AND JEWELRY WANTED 
immediately for surplus stock, odd 
we also pay highest prices 
silver and platinum scrap, 
diamonds, gold filled, etc. 
write, WILMOT'’S 
tapids 4, Mich 


cash 
lot items; 
for gold, 
iid coins, 

full particulars, 
167 AD, Bridge, Grand 


STORES WANTED: Midwestern chain in- 
terested in acquiring additional stores 
in town of 50,000 or more population ; 
we are not liquidators or brokers; we 
are the principals and can do business 
immediately ; money is no object if you 
have ie right deal; address, “S, 5799,” 


Jf 


PARTY wants to buy jewelry store in 
Ohio, preferably town twenty to sev- 
enty-five thousand; quick action 
given seller if you give full particu- 
lars pertaining inventory, accounts 
receivable, volume and expenses: 
would like to retain present help: 
all information strictly confidential; 


Address, “S., 5922.” care of JC-K. 


SELL ’EM TO CEL-MAX FOR QUICK 
CASH)! Top prices for trade-in watches, 
jewelry, old gold; money by retur! 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval ; Dun & Bradstreet and Na- 
tional ‘ of Commerce ; Cel-Max, 
Ine 582 S. Main St., Memphis, Ten- 
nessee 


ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and stocks. 
write for our free booklet, “Dollars 
and Sense Facts About Selling a 
Jewelry Store.” (See our page 7 ad- 
vertisement) GORDON BROTHERS, 
38 Bromfield St., Boston, Mass. 
Hancock 6-3233. 


| 
| 
| 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; goid filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. h, 

108 Beale Ave., Memphis, Tenn. 


‘ASH? READ THIS. Re: 
around 


manufac 


confidential 
BOARD 
BROMLEY, 
N. (BROMLEY 
burg, Florida 





Watch Work, etc., for 
the Trade 


‘INE 
work eg 
days’ service Wa 

prices A 


101 S ario 


- 


watch repairing for 
iaranteed for ons 
a hm: } 
sonable 
maker, 
35 YEARS OF DEPENDABLE 
repair; fastest coast-to-coast service ; 
reasonable prices; send trial order: 
COOPER’S WATCH REPAIR CO.., 
48 W. 48 St., New York 36. N. Y. 


watch 


RELIABLE 
cellent 


cases poll 


watch repairi 
electronik ally 
work guarantes 
watches ins 


sonable prices all 
l Belvoir Road 


CAPARO 
town, Pa 


MID-WEST’S FINEST TRADE 
watch repairs to the trade; 5 day 
vice; low prices; one full year guaral 
tes STUDIO WATCH REPAIR SER 
VICE, 20 E welaware lace, Chicago 


11, Ill 


BOSTON, MASS.: expert and guaran- 
teed watch repairing; Watchmaster 
tested; prompt service; prices on re- 
quest; mail orders invited; DAVID 
MIGDAL & CO., 109-B Summer St., 
Tel. HU 2-9547. 





Special Order Work and 
Repairs for the Trade 


— — 





HAROLD 


Madisor Sf 


TEWELRY repairing new 
furnished diamond setting 
JITACORSON 2G > 
cago 2, Ill 


DRILLING CULTURED PEARLS 
cial rates for quantity: one to one th 
sand pearls; DRILLING, c/o CR 
GEMS, INC., 20 W. 47 St New 
36, N. ¥ 


REPAIRERS OF 
restoring china, 
tortoise shell 
sets, jewelry 
32rd St Neé Ww 


THE IRREPARABLE 

glass 4 
miniatures, far 
HESS REPAIRS 
York, N. Y 


: 
S1iVe’r 


i 


ENCRUSTERS stone and gold seal 
rraver: drilling; precious, semi-pr 
cious stones; HARRY BRAUNFEL 
encrusting over a quarter century 
Nassau St., New York 38, N. Y 


JEWELERS’ CIRCULAR-KEYSTONE 





INDEX OF ADVERTISERS 


: } - . 7 , aan 
nde = iS published 71s hi CONMnVEeENIECHN Ce and not (18 part of the adwve rtising contract. E very COT Ee Tea 


- y ; ’ , * ‘, : ‘7 
to nde Cc Corre ctly. No allow ONC ¢ ) hye nade ror errors or farure to vi S¢é 4g 


N 


Mining & Mfg 





Ghd Gr GBoeclueom 


FTC SPREADS ITS WINGS 


There are times when failure to be included on the 
list of invited guests may be considered as a form of 
flattery. rather than as a snub. Such an occasion faced 
retail jewelers on June 10, when the Federal Trade 
Commission held a conference in New York to explain 
its rules covering the advertising and sale of jewelry 
and watches. 

Neither retail. wholesale nor manufacturing jewelers 
were asked to attend the meeting. (“Jewelers already 
are familiar with the rules governing their industry,” an 
oficial of FTC said, explaining why jewelers weren't 
summoned. | 

Instead. invitations went out to every) large department 
store from Chicago eastward, and to drug and variety 
chains. The purpose of the meeting was to acquaint 
these non-jeweler sellers of jewelry and watches with the 
trade practice rules for those items. 

“The tremendous variety of products handled by these 
stores means that their advertising departments may not 
be familiar with the rules for jewelry and watches,” 
Robert T. Sechrist, the acting chairman of the Com- 
mission, said. “This had led to frequent unintentional 
violations which, we believe, can be largely prevented 
by a program of education.” 

The FTC will try to educate department stores and 
the drug and variety chains against such deceitful prac- 
tices as these: 

& Overstating the “usual” or “regular price of 
jewelry or watches in order to make the “reduced” or 
“sale” price look like a bargain (which it isn’t). 

® Selling jewelry made in a foreign country without 
disclosing that fact. 

® Calling jewelry “gold” when it is only plated with 
cold or colored to look like gold. (Buyers for some large 
chains, apparently ignorant of the rules. have demanded 
that their orders for gold-electroplated rings be marked 
“24K gold plate.” ) 

® Using the word diamond or man-made diamond to 
describe white stone imitations. Or just the word pearl. 
with reference to an imitation or a cultured pearl. Or 
just the word ruby, for instance, with reference to an 
imitation ruby or a synthetic ruby. 

® Asserting that a watch is jeweled, shockproof, wate: 
resistant or sold cased. when. in fact. it has none of these 
qualities. 

® Or claiming that a watch is “guaranteed” without! 
telling who, if anyone. guarantees it or what. if anvthine. 
is guaranteed. 

Besides the meeting in New York on June 10. the 


Federal Trade Commission contemplates several othe 


conferences with non-jeweler sellers of jewelry. Rea- 


sonably sure is a session with executives and merchandise 
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managers of department stores and drug and variety 
chains situated west of Chicago. And there may be a 
meeting with some of the mail order houses. 

Looking over the curriculum listed above, there is 
temptation to nod one’s head smugly and muse, “Ah, 
yes, these are just the areas where department stores 
and chains have scored low blows in competition with 
jewelers.” 

Actually, with the prospect of all sellers of jewelry 
being brought under the same Marquis of Queensbury 
rules in advertising, jewelers should take a long, hard 
look at their own advertising practices. The FTC regula- 
tions, since their codification in 1957, have eliminated 
a great deal of “unfair” competition between jewelers. 
But some jewelers, though fully aware of the FTC 
rulings, continue to cut corners with truth in their 
ads: and this explanation is often their only defense: 
“Non-jewelry outlets make those claims: I have to com- 
pete; what else can I do but go along?” 

Soon that crutch may be taken away. Soon department 
stores, drug chains, variety chains and mail-order houses 
will know exactly what is fair and what is unfair in the 
advertising of jewelry and watches. 

Let us make certain that. in months to come, no 
department store manager will have excuse to say: “O! 
course, I know that those ads of ours are a little rancid. 
But jewelers do the same thing, and, after all, | have to 
compete.” 

Today, it is more essential than ever before for every 
seller of jewelry to know the regulations. JC-K’s Directory 
Issue (to be mailed to subscribers on June 20) will 
contain the complete text of the FTC “Rules for the 
Jewelry Industry.” 

Once the education period is over, FTC can_ be 
expected to crack down against violators with increasing 
severity. True, FTC's authority is restricted to interstate 
commerce. But few stores escape its jurisdiction. Without 
doubt. department stores and most chains do interstate 
business. Likewise. any store that advertises in a news- 
paper or over a radio or TV station may be considered 
to be engaging in interstate commerce—because the news- 
papers and the air waves that carry its advertising do 
cross state lines. 

So study the rules in the Directory Issue. Get to know 
them well (and be sure that your advertising manager 
knows them), so that your own statements will be above 
reproach. And so that you can help the Federal Trade 
Commission in its fight for honor and decency in the 


advertising of jewelry products by both jewelers and 
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non-jewelers. 
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Island displays 











Fostoria 
Window displays 


(eso 








HOW TO MAKE A PROFIT IN THE OPEN-STOCK MARKET 


* ONEIDA'S BRAND-NEW DELUXE COMBINATION DISPLAY SELLS ON SIGHT — BOTH STAINLESS 
SETS AND OPEN STOCK « ENCOURAGES IMPULSE AND ADD-ON SALES « BRINGS CUSTOMERS BACK 
FOR MORE « BIGGER TURNOVER AND PROFITS PER SQUARE FOOT « PROVEN SUCCESS IN LEADING 
STORES ¢ NATIONALLY ADVERTISED PATTERNS, ATTRACTIVE PACKAGING © ONE OR MORE DIS- 
PLAYS MAKE A COMPLETE STAINLESS DEPARTMENT ¢ CALL YOUR AUTHORIZED DISTRIBUTOR 


OR ONEIDA REPRESENTATIVE FOR FULL DETAILS. 0 N FI DA S| LVERS Mj ITH S 


Heirloom* Sterling Community* Silverplate 


& Oneidacraft* Stainless Tudor* Plate Oneida Communit 


1881 ~ Rogers »* Silverplate Oneida* Dinnerware 
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SOLID STAINLESS 
ONEIDA 














DISPLAY UNIT NO. 7642. Specially designed for 
jewelry stores. Finished in rich walnut and stainless 
steel. 24”" wide by 17” deep by 14/4” high. 


per™ pattern in Oneidacraft® Deluxe Stainless 








